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l, isn t just that they paid $5.00 a 


vear for Coal Age. It's more than that 
It's because each one of the more than 
14.000 men in the coal mining industry 
who subscribe to Coal Age know that 


each month Coal Age has editorial mate 


rial which is useful to them in their work 


Every month, five editors devote thei 
full-time efforts to create a new issue of 
Coal Age which will 

be read by all. Every 


month the editors 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 18, 


prepare mine and plant descriptions cov- 
ering anthracite, bituminous, deep and 
strip properties. Every month, Coal Age 
covers coal preparation, safety and labor 
with special departments for foremen, 
operation and maintenance kinks, equip 


ment news and industry news 


Che editors work constantly to provide 
something of interest to every subscriber 
That's why the wrapper comes off 
Coal Age, and that’s why advertisements 


in Coal Age get readership 








Over 8,500 
“T R. Ad vertisers 
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Know... > 





Thomas Register Produces 


More Sales at Lower Unit Cost! 


The complete, accurate, where-to-buy product 
information that is inherently T. R., has prov- 
en to over 8,500 advertisers that American 
industry does use T. R. as its primary source 


of product supply knowledge. 


And, during unsettled times Thomas Register 


is the ““Where-to-Buy” guide to government 
procurement departments — for only Thomas 
Register enjoys an exclusive government con- 
tract —- which insures the latest copy of T.R. 
being available to each important govern- 


ment procurement agency. 


8500 TR twertione Cnt Be Wing” 











HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESENTING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. 5S., 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


THOMAS REGISTER 


461 EIGHTH AVENUE «© NEW YORK I, 
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‘ting a Control f 
lernization With Pi 


iping 
Produc tien Efficienes 


The Logical Place 
to Run Piping Advertising 


s in a Piping Paper 


Every month HP&AC features piping editorially . . . piping used 
by industry to transport steam, water, air, oil, gas, refrigerants, 


process liquids and semi-solids. 


HP&XAC is the ONLY publication which continuously gives piping 
such high priority. 


Why is this our editorial policy? Because the same consulting 
engineers, the same engineers in industry, and the same contractors 
who handle America’s heating and air conditioning, also handle 


industrial piping work for both new projects and maintenance. 


Yes, reach the paid subscribers of HP&AC with your piping story, 


and you reach the big industrial piping market. 
Yes, it pays to run your piping advertising in a piping paper. 


MAY WE TELL YOU MORE? 
Piping, a market of tremertdous size for pipe, valves, fittings, 
pumps, motors, compressors, controls and nearly one hundred other 
related products! Let us show you how efficiently and economically 


HP&AC covers this entire market. 


See us in Standard Rate & Data, Market Data Book, or write us 


at Chicago, New York, Cleveland, Los Angeles, or San Francisco. 


KEENEY PUBLISHING, ..6 WN. MicHicaNn, cHicaco 


AIR CONDITIONING HEADQUARTERS 
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The business press is 

the inter-communications 

system of American Industry. [irae 
Here is one of its greatest i. 
components doing its a 
inost important job. 


W. think the most important function of 
good industrial reporting is to stimulate 
more good reporting —to start the “chain 
feaction” which brings about the swift. 
nation-wide interchange of knowledge 
without which industry would stand still 

For example: Public Service Co. of 
Northern Illinois started experimenting 
with buried cable 13 years ago. Since then 
this company has plowed in 160 circuit 
miles of buried cable and accumulated overt 
1,000 mile-years of buried-cable experience 
On rural and urban circuits — more, in fact, 
than any other company. (Interest in 
buried cable is growing fast because it 
dliminates the eyesore and wind and ice 
hazards of overhead, yet costs less than 
full-scale underground) 

Everything this company learned about 
installation and maintenance — about fail- 
ures and cost—was finally released in two 
cogent articles in Electrical World. 

Even more important than sharing this 
fund of knowledge with the whole industry 
is the fact that these articles set off a chain 
reaction which quickly brought in five 
more invaluable accounts of buried-cable 
experience, revealing different problems, 
different circumstances, different solutions. 
You can trace them in red on the map. One 
we can't show came from an electrical 
engineer named Tanaka in Osaka, Japan 

Another 1950 series of great “chain re- 
action” stories was on aerial cable in in- 
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October 272, 
U.S. CORPS OF 
PORTLAND, ORE 


dustry (also a focal-point of interest) . This 
chain was started by an article from Elec- 
trical World’s West Coast editor. You can 
trace it in black on the map. 

We could cite many more such examples, 
because a most important result of good 
industrial reporting is to stimulate more 
good reporting —to concentrate all avail- 
able industry knowledge in one source. 

Good industrial journalism impels the 
same interest and action in its advertising 
pages. For action in the Great Growth 
Industry, throughout America, 


TEXAS POWER & LIGHT CO 


‘INTER-COM 


«¢ 
»» 





SYSTEM" ad wouk 


july 17, 1950 
» KANSAI HAIDEN K.K., 
OSAKA, JAPAN 
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August 14,1950 ~~ 


ELECTRIC POWER BOARD \. ‘ 
OF CHATTANOOGA, TENN Se 


August 13, 1949 
DOW CHEMICAL CO 
FREEPORT, TEXAS 


GOOD ADVERTISING PAYS IN 


“~ Electrical World 
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Manufacturers of 


@ Plumbing @ Home Laundry Equipment 
@ Kitchen Appliances @ Heating Systems 
@ Water Heaters @ Controls 


Tivo Forces Working Tavether 


yy 
) DOMESTIC ENGINEERING contractor-dealer readers are not only aggressive 
{ merchandisers of basic plumbing, heating and air conditioning products, 
© successfully sell large volumes of houschold appliances. Because 
ar a full line of all products and maintain complete selling and 
ice facilities DOMESTIC ENGINEERING readers are in a unique 


tion to sell the whole installation, whether it be a heating plant, “ 

laundry, re ed bathroom, new kitchen or special items such as re 
r " machines, garbage disposers, dishwashers, etc. Thes« 

ontr 4 r their customers a complete choice of all types of 

equipment and t installation and service organization necessary for 

perfect satisfaction with the products purchased 

. Promotes 

Your Products 

Through displays at home shows, newspaper 

edvertising, spot radio. direct ma billboards 


and other advertising media, DOMESTIC BN 
NEERING contractor-dealers promote the 
” your xiuct 


CONTRACTOR-DEALER HiRgaaes 


Your Products 


With modern showrooms utilizing window dis 
play. model sitch and bathrooms. operating 
heating plants. i<land products groupings. yo 
roduct ts 

”" 


merchandised t treet « store 


Sells 
Your Products 


With trained specialized store « 


Installs 
Your Products 


547° 


' 
TAZ (ONG BACH Dy 


to properly install and 
fucts in home or industry 


Services 
Your Products 


mir »! eceives ultimate constimer 
proper maintenance and servicing 


e which sells sta 


Ask To See Positive Proof Of DOMESTIC ENGINEERING 
Contractor-Deoler Leadership 
One outstanding horacteristic of the 181 nr ' n DOMESTIC ENG 
NEERING’S 1950 All-industry rchand 3 Con s that a 
» only enatesiive m= 
eS ee ee 
epreséntative will be happy 
LL dk La Lal all Th. 2 tal 


sell nstall and serv 


DOMESTIC ENGINEERING PUBLICATIONS 








@ Water Supply Systems © Oil and Gas Burners 
@ Refrigeration @ Air Conditioning 
@ Insulation @ Specials 


Serve Your Entire [ndustry 


DOMESTIC ENGINEERING Magazine does the complete job for all manu 
facturers of the products listed above because it meets the full needs of 
ntractor-dealers. Readers of DOMESTIC ENGINEERING make full use 
f the promotional aids, merchandising assistance, installation informa 


tion and service techniques which DOMESTIC ENGINEERING’s editorial 
program offers them. Manufacturers benefit directly from this alert reader . 
ship and active participation by contractor-dealers in DOMESTIC ENGI 
NEERING sponsored selling campaigns. For the manufacturers specifi 
cally, DOMESTIC ENGINEERING has developed a complete program of 


nerchandising, marketing and distribution aids 


oo Originates 
sme All tiny Programs \ | NEE RI i ( | 
se “atta “Pretec "ahi (; } 


MAGAZINE 
A I 4 4 


Merchandising Trends 


handising ts an old story with DOMESTIC 
INEERING readers For years our sul 
ive tt stimulated in their up-t 


now STIC 
succes 
Mer handist 


Creates 
read Aide 


ished with window posters 
vewspaper mats and other 
! DOMESTIC ENGINEER 
ING’s many programs of direct selling sides 
m has been «# 
of Water and 
e Wor 
and “Cease by Ha 
Heat 


Fills Complete 
Contractor-Dealer Needs 


ESTIC _ENGINEBRING 


SowesTIC Furnishes 
: ENGINEERING , . Complete Mfrs.’ Services 


DOMESTIC ENGINEERING 


You Can Do The Complete Job With DOMESTIC ENGINEERING 
and DOMESTIC ENGINEERING CATALOG DIRECTORY 


DOMESTIC ENGINEERING offers manufacturers ch month the opportun 
to actively promote their product to these contre or-dealers who can 
merchandise and sell plumbing, heating, air conditio c 

in DOMESTIC ENGINEERING CATALOG DIRECTORY. manufacturers 
catalog their material for easy daily reference by wholesalers, consulting 


engineers and large contractors 


1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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The 
Strange Case 


of 
Mr. Christian 








Dick Christian is very unusual 


He is one of those rare men whose job 
is exactly the kind he always wanted 

a job for which he was specifically (and 
thoroughly) trained. 

Dick went to Miami University, 
graduated with honors, with a major in 
marketing and a minor in advertising 
To broaden that base, however, he took 
work in journalism at Denison, a special 
engineering course at The Citadel, and 
foreign marketing at Biarritz American 
University in France. Finally, he got his 
Master's in Business Administration 

at Northwestern 


So much for the theory. In between 
times, and since he finished school, he 
worked for a Dayton, O., advertising 
agency and a Dayton newspaper; as a 
machinist in an Ohio manufacturing 
plant, with Oxford Research Associates 
then as a market analyst for National 
Cash Register and the Rockwell 
Manufacturing Company 

He would be an asset to your 
organization—he is to ours 

Dick Christian brought that educational 
and (more important) practical 
background with him to The 
Marsteller Co., marketing consultants 
As a client of The Marsteller Co., you 
could draw upon it at will 

The Marsteller Co. is working with 
manufacturers, agencies and publishers 
on a variety of marketing and sales 
promotion assignments. Quotas, costs 
coverage, Competitive analysis 
readership, records, presentations and 
prices, for instance 

No advertising preparation, though, 
that’s best done by the agencies 
Perhaps we can help you, too. Like to 
talk hou it? 


Z 


THE 
MARSTELLER 
CO. 


612 NORTH MICHIGAN AVENUE 
CHICAGO 11, ILLINOIS 





\ 


Marketing Counsel 








ee Michigan 2-3919 
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Congratulations . . terrific! 


TO THE EprToR . . I want to send you 


my enthusiastic congratulations on 
the wonderful job of restyling you 
have done on INDUSTRIAL MARKETING 

an impressive accomplishment 
man- 


York 


JULIAN BOONE, promotion 


Electrical World, New 


ager 


rO THE EDITO! Please accept my 
congratulations on a magnificient re- 
design . . pavip savace, Official Films 


Inc., Ridgefield, N. J 


TO THE EDITOR I must say that the 


revised and revitalized format is 
simply wonderful. Please let me con- 
gratulate you and your staff WIL- 
LIAM RUDER, Ruder & Finn Associ- 


ates, New 


TO THE EDITO! Allow me to com- 


pliment you upon the new sty e of 
format L. E. OHRSTEDT, advertising 
manager, American Ceramic Society 


Columbus, O 
TO THE EDITO! I spent most of the 
morning reading the fascinating Jan- 
It is a magnificent issue 
beautifully presented GEO. F. ZEA- 


Textiles Panameri- 


Uary issue 
LAND, publishe 
New York 


canos 


TO THE EDITOR INDUSTRIAL MAR- 
KETING came this morning and, after 
looking through it, I wanted to drop 
you a note telling you how effective 
I think the change in format and 
typography really is. A good job has 
GEIDT, man- 


Inland Steel 


been done WILLIAM E 
ager, advertising div 


Co., Chicago 


Evans upside down? 


TO THE EprTor . . It is a big step for- 


The 


much more easily read page, and the 


ward typography presents a 


is 


tothe Editor 


improved paper stocks adds a most 
acceptable overtone to the whole job 
I will never be able to understand 
setting a name perpendicular. It 
just doesn’t make sense and I don’t 
think our old friend, Keith Evans, 
will appreciate the necessity of a 
reader breaking his neck to read his 
name L. C. FLETCHER, president, 
Electrical Manufacturing, New York 


[See page 24 ED. | 


A fine job, but you erred 
when you put them in the gutter 


TO THE EDITOR Upon receiving 
my January issue of INDUSTRIAL MAR- 
KETING I of course noticed the new 
format, type, and layout. My compli- 
ments for a fine job, but 

I think one of the changes impedes 
than facilitates reading, and 
with the 


rather 
certainly doesn't 
contents of the third paragraph of 
“What INDUSTRIAL 
MARKETING means to its readers.’ 

buried the 


comply 
the redesign of 
You erred when you 
page numbers in the gutter. In reali- 
ty, it does not hinder the actual read- 
ing process but it certainly slows one 
down in finding the material that you 
want to read JOHN G. JEFFERY, ad- 
vertising manager, Protective Equip- 


ment, Chicago 


TO THE EDITOR I like it! Only one 
please put the folios on 
the outside corners. Otherwise, I'll 


be damned if I will hunt for any con- 


complaint 


tinuation 
But don't let anyone tell you that 
is too hotsy- 


book 


circulation 


typography 
an industrial 


the new 
totsy for 
CHARLES POST, 
and promotion, Iron Age, New York 


manager, 


TO THE EDITOR The cover design 
is swell and the editorial format is a 
refreshing departure from the old 


Dan Smith is to be congratulated for 





PRACTICAL 
BUILDER 


MPO eran 


When you're in PB you're in! 
Advertisers in Practical Builder get more than 
page-by-page participation in the leading publication 
in its field. They get top-tier approval by builders who 
count ...the ‘‘first-nighters” in the light construction 
industry. When they're in PB they're in! 
Call it social acceptance; call it blue blood; 


call it prestige; call it anything you want. 


practical builder 2s it. And advertisers who use it 


get it...and know it! 


} 
| 
| 


light construction industry 


© INDUSTRIAL PUBLICATIONS, INC., CHICAGO 








> ‘= Every subscriber to AMERICAN ARTISAN has 
indicated a need and a preference for the ARTISAN by laying down 
hard cash to get this field leading publication month after month. 


Every subscriber to the ARTISAN is a paid subscriber. The ARTISAN 
is the only 100% paid publication in the warm air-sheet metal field. 


More important still, the ARTISAN — and only the ARTISAN — has 
as paid subscribers the top producing KEY dealers and contractors who 
year in and year out sell the bulk of all the products used in this warm 
air-sheet metal field. 

Advertisers in the ARTISAN reach a readership of predetermined 
ACTIVE BUYING POWER — not a mailing list of individuals and firms 
who may or may not do any appreciable business. 


in Paid Circulation ... Time a lelarel 
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* hats What Offietal Keeords Disclose 
in the Minneapolis Story 


Each warm air heating installation made in Minneapolis requires an official 
permit issued by City Hall. 

Late last year AMERICAN ARTISAN research reviewed all permits granted 
in 1949. These permits record the names of the dealers who sold the jobs, and 
the makes of products used. 

This survey discloses that 10 of the 11 KEY dealers (handling 80 of total 
volume) were paid subscribers to AMERICAN ARTISAN. Furthermore, over 
2700 (90% of total volume) were sold by the 28 Minneapolis warm air heating 
dealers who are ARTISAN subscribers. 

Thus Minneapolis establishes without prejudice or guessing what ARTISAN 
research in other cities shows: that the ARTISAN is the ONE publication in 
its field where advertisers know they reach the KEY men and organizations who 
sales dominate this warm air-sheet metal market. 

The complete Minneapolis Story (14 pages of 
important market data) is yours for the asking. 


Write us for it today! 


KEENEY PUBLISHING COMPANY 
6 N. MICHIGAN, CHICAGO 2 


Air Conditioning Headquarters 


Also Publishers of Heating, 
Piping and Alr Conditioning 
for the industrial Field. 


in Advertising Volume 
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Here, in chort form, is graphic proof of how thoroughly metalworking executives 
read American Machinist. This page-by-page record of balanced cover-to-cover 
readership is taken from the Advertising Research Foundation's survey of American 
Machinist. it covers each of the 168 advertising and editorial pages whose reader- 
ship was measured in personal interviews with 421 American Machinist readers. 


You'’VE HEARD PUBLISHERS talk about the intent, 
balanced, thorough readership good industrial 
magazines enjoy. And now, for the first time 
among metalworking magazines, you have 
proof that this kind of readership is a fact. 


Study the above chart carefully ...and make 
sure you see the entire, and exciting, Advertis- 
ing Research Foundation Survey of Metalwork- 
ing’s most powerful editorial and advertising 
force. Your American Machinist representative 


THIS IS A GOOD PLACE TO DO BUSINESS 
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¢ @ magazine which draws intent, cover-to- 


cover readership ...gives advertising high visibility... 


and a profit-wise opportunity to SELL 








% Indicotes pages for which readership scores were net obtained. 





will gladly go over the entire -tudy with you, 
and give you all the reasons why American 
Machinist is a sound, low-cost, sales-productive 
place in which to concentrate your 1951 adver- 
tising. 

For not only is American Machinist read in- 
tently ... cover to cover... but the men who 
read it are the metalworking executives with 
whom you most want to do business. American 
Machinist gives you thousands more paid sub- 
scribers...and thousands more management 
subscribers ...than any other metalworking 
magazine. And these American Machinist sub- 
scribers exert tremendous buying power in 


America’s biggest dustry . . . for every type of 
machinery, equipment, material, part and other 
product used in metalworking production. 

In the Advertising Research Foundation's 
survey, 82 per cent of the American Machinist 
subscribers interviewed directly influence or 
recommend purchases . . . and 80 per cent of all 
readers with buying influence specify make or 
brand of product to be purchased. 

This year, and every year, American 
Machinist offers you top readership . . . by your 
most important customers and prospects... in 
America’s biggest industrial market. 


WITH AMERICA’S BIGGEST INDUSTRY.... 


The McGraw-Hill Magazine of Metalworking Production 


McGraw-Hill Building, New York 18, N.Y. 


d Business Pudi 





Member of the Audit Bureee of Circulation: ond the A 
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having set such an excellent design 
format for your magazine 
I've got just one small criticism 

please take the folios out of the gut- 
ter. They are just too hard to find 
when you thumb the pages. It just 
isn’t practical. I like the big black 
folio numbers, but put them in the 
outside corners, please TORKEL 
cuNveL, Torkel Gundel Advertising, 
Chicago 


TO THE EDITOR . . 1 want to congrat- 
ulate you on your new format. The 
only constructive comment is that 
you move the folios . . It is good that 
your publication is doing so much to 
help the field of industrial market- 
ing VICTOR ANCONA, advertising 
manager, American Machine & 
Foundry, New York 


Karsh cover pix inspiring . . 


TO THE EpITor . . The January IN- 
DUSTRIAL MARKETING just hit my 
desk, and I want to say congratula- 
tions! The new face and streamlined 
design have terrific reading appeal 
as well as being in impeccable taste 
The Karsh cover photo is inspiring 
and does justice to the industrial 
worker of today who is carrying the 
great burden of defense production 
in U. S. and Canada. Let’s have more 
about these men behind industrial 
marketing 
I'm taking IM home with me to 
give it a thorough going over. Don't 
want to miss anything (MRS.) BEE 
MITCHELL, asst. to vice-president in 
charge, Industrial Equipment News, 
You'll get Results when you advertise in Ceramic Industry New York. 
MISSY -OWENS-FORE HOTPOINT CORNING GLA Their umbrage meets 
KOHLER of KOHLER HOMER LAL t THLE with his approval 


and ove 000 other Ar 


NDUSTRY for Manufacturing TO THE EprToR .. Congratulations to 


the Copy Chasers on the wonderful 
job they did in analyzing the Ware 
Aluminum Windows ad. It took guts 


C r RAM IC N DUST RY and intelligence to say it 
C {In January, the Copy Chasers 


criticized Ware's ad, “How to recog- 
nize a Commie!” for its method of 
combatting Communism. Copy 
Chasers asked, “Who's Ware Alumi- 
num Windows to be telling us to 
snoop, sneak, spy and squeal?”’] 
And they’re right. The best way for 
the average citizen to fight Com- 
munism is to help us put our own 
house in order and thereby rob the 
Commies of any talking points they 


Wabash Avenue. Ch 


tinued on page 
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MORE helpful 
MORE constructive 
MORE informative 


that 2 why 


81.70 high renewal percentage 





$3.00 highest subscription price 





14,363 highest circulation in our history | 


FIRST in total pages of Advertising 





FIRST in total number of Advertisers 


FIRST in number of exclusive ndverteal 


that s why PIT AND QUARRY is your best buy! 


PIT AND QUARRY is all quality—from cover to cover. It delivers the 
type of information most in demand by the industries’ leaders. That's 
why they buy it strictly on editorial merit. It goes to more producing 
plants. It can carry your sales message to the greatest number of 
executives—the men who have the power to buy your product. 


Your sales potentials are bigger than ever in this rich 3-billion 
dollar market, because the demand for equipment is greater than 
ever, because America needs huge quantities of sand, gravel, 
crushed stone, cement, lime, gypsum, ready-mixed concrete and 
concrete products. One paper—PIT AND QUARRY—can do a top- 
notch selling job for you. 
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ur shots 
for net results 


IF YOU USE THE BUSINESS PRESS, your advertising generates maximum atten- 
tion among the most influential buying audiences in America. No other medium 
can guarantee such concentrated coverage ...so economically ... for messages 


meant to sell your products or services. 





IF YOU USE CONTROLLED CIRCULATION PUBLICATIONS, your advertising gets 
greater reader reaction from pre-selected audiences of prospective buyers with 
identical interests and similar occupations. You also chalk up more sales-prorno- 
tion totals for your advertising dollar, since such directed distribution delivers 


comprehensive coverage, without waste, at less cost. 


IF YOU USE NBP MAGAZINES, your advertising gains added advantage through 
association with the modern methods of reader research and practical promotion 

plus editorial excellence and publishing efficiency ...that are essential to 
the service rendered by those progressive magazines whose mastheads carry the 


NBP emblem 





By using all three . .. the Business Press, Controlled Circulation, NBP 


... you are sure to control your shots and net the best results! 


National Business Publications 


TR & OR? 2 AoE eS 


1001 Fifteenth Street N.W. 
Washington 5,D.C. 


WRITE FOR FACTS ABOUT NBP 
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Advertisers 
See Increased 
Benefits 
Resulting 
from 
Unusual 
Service Plan 





CLAIM MAXIMUM 
EFFECTIVENESS FOR 
EVERY MARKETING 
DOLLAR 





An unusual plan of agency service 
developed by Gebhardt and Brockson, 
Inc., Chicago advertising agency, is 
credited by several advertisers with pro 
ducing increased tangible benefits from 
their marketing programs. The service 
is being utilized with uniform success 
by manufacturers with widely varying 
marketing problems 

Additional benefits of the plan, pointed 
out by advertisers, include closer budget 
control and far more effective integration 
of all promotional activities. Comparison 
of results with those of previous cam 
paigns looked upon as successful pro 
vides clear proof of the plan’s soundness 


Essentially this service plan is an ex- 
tension of the agency's creative and 
productive functions to include many 
marketing activities not usually handled 
by agencies- activities corollary to com 
missionable advertising. This basis of 
serving clients is in no sense exclusive, 
say agency principals. It is simply a 
natural product of their own solid con 
viction that marketing programs devel 
oped on this pattern represent the surest 
way to get every penny’s worth of 
effective result 

The plan is immediately available, 
and is readily adaptable to the marketing 
needs of practically any advertiser in 
the durable goods field—to which the 
agency confines itself 

An exhibit has been prepared which 
shows clearly how the plan works and 
why it helps to achieve maximum effec 


tiveness for a marketing program. The | 


exhibit is available by appointment, to 
any executive interested in the greatest 
possible return on all his marketing 
dollars—-simply write or phone Gebhardt 
and Brockson, Inc., 600 South Michigan, 
Chicago 5 -WAbash 2-0703 

( Advertisement) 
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trends 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures 


Additional forecast material 
appears on page 46. 





Coal Mining 
P. F isik, publishe 
® The coal mining industry has two 
objectives for 1951. One, to produce 
enough coal to supply industry in the 
coming war effort. Two, to carry on 
its program of mechanical improve- 
ments aiming at the production line 
without human agents 

The coal mining industry in 1951 
will seek information about new 
automatic and detecting devices, and 
about basit principles in mechanical, 
electr‘cal and communication engi- 
neering, probability theory and op- 
erational mechanics 


Western Industry 


A Pr dit 
- rrende ja ea 


® Likelihood of a population growth 
of 5,000,000 people in the eleven 
Western States in next decade indi- 
cates a continuation of housing pro- 
grams and purchases of related 
equipment and supplies 

New steam plants will remedy im- 
long-range 
hydro-electric supply pregrams. Pa- 
cific Northwest on verge of getting 
natural gas Alberta. Steel 
making capacity being increased by 
100,000 tons of annual hot rolled 
sheets at Utah 215,000 
tons of sheets and tin plate at Pitts- 
burg, Cal 200,000 tons tin plate 
and 200-ton open hearth furnace at 
Fontana, Cal 

Near-by source of copper ready 
for fabrication becomes available for 
first time because of new electrolytic 
refinery at Salt Lake City. Record 
output of lumber, plywood, pulp 
and paper likely to continue. Over- 


mediate deficiencies in 


from 


Geneva, 


supplies of oil gone . . oi) well drill- 
ing boom under way. 

West Coast inescapably becoming 
staging area for Far East military 
operations . . has the country’s larg- 
est concentration of aircraft plants. 


Iron & Steel Engineer 
T. J. Es 


® 1951 
spending for over-all industrial ex- 


nanaging a 

will bring record capital 
pansion. In the iron and steel in- 
dustry the estimated expenditure of 
$650,000,000 will be about 30° above 
1950. 

The capacities previously an- 
nounced for the goal by the end of 
1952 have already become obsolete 
and an annual capacity of approxi- 
mately 120,000,000 ingots 
seems to be in the offing. Many proj- 
ects already in progress will be en- 


tons of 


larged materially. 

These new expansion plans have 
received a boost through the gov- 
ernment’s approval of accelerated 
amortization for some of the new 
facilities. 


Qualified Contractor 
® Business volume of the electrical 
contracting industry, comprising 
10,000 contractors prob- 
ably will decline in 1951 from its 
1950 level of $1.4 billion, which in- 
cluded material, tool and equipment 
purchases of more than $700,000,000. 
The decline may be as much as 20% 
Reason for the expected decline is 
not a falling off of demand but, rath- 
er, the restraining effect of drastic 
government controls on materials 
effective early in 1951 which will un- 
doubtedly become progressively 
more severe. There is a strong prob- 
ability that there will be an interim 


electrical 


















That's ot 
and this chart proves that, : Today 
as fast as railroads are w/ Modern Railroad 
modernizing, railroad leads the way — 
advertisers are switching and leads you to 
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| Modern Railroads GAINS OVER 200 AD PAGES 
for the Fourth Straight Year! 
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Based upon figures published 
as of the January, 1951 issue of 
Industria! Marketing. 








Tilak 
Viation 


Aviation “Men of Decision” 
swear by American Aviation 
to tell their merchandising 
stories to the entire avia- 
tion industry. 


Every “blue ribbon” adver- 

tiser during our first year, 

14 years ago, continues to 

advertise consistently— 

evidence of their experi- 

ence-proven confidence in 

American Aviation! 

STEPHEN R KENT, 


Advertinng Director 


American Aviation Publications, Inc. . 
1025 VERMONT AVE., N. W., WASHINGTON 5, D.C. 


PUBLISHED WEEKLY 


BOARD OF DIRECTORS 


Boards of Directors of companies whose products are 
sold to the steel industry know that when they 
approve appropriations for advertising in the Iron 
and Steel Engineer they are making a safe, profitable 
investment. It isn't difficult to satisfy this manage- 
ment group when readership of the industry's No. 1 
publication is thoroughly analyzed. Get the fron 
and Steel Engineer facts—to reach important buyers 
and get your share of this lucrative market. 
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between the decline in civilian-type 
work and the commencement of ma- 
jor industrial plant expansion and 
military construction that may seri- 
ously affect the business of many 
contractors 


Industrial Distribution 
Walter F ‘rowder. editor 
® Sales of supplies and equipment by 
industrial distributors were in ex- 
cess of $3 billion in 1950, a new dollar 
record topping the old record set in 
1948. The outlook for distributor 
sales in 1951 is exceptionally bright 

Sales by industrial distributors 
staged an abrupt reversal of trend 
during 1950. As of January 1950, 
sales were down 19° from January 
1949, but by August sales were 59% 
above the same month in 1949. This 
showing was maintained through 
September and October. Several 
months before the onset of the 
Korean war this gain was underway 

Despite all efforts to keep stocks 
in line with rising sales, merchan- 
dise continues to go out the back 
door more rapidly than it can be ob- 
tained from suppliers. Rebuilding of 
inventormes to bring them into line 
with the very much higher level of 
sales is the number one job for dis- 
tributors 


Transportation Supply News 


® The total registration of new 
trucks for 1950 is expected to reach 
1,125,000, topping the previous all- 
time record of 1,035,174 in 1948. The 
demand for truck transportation is 
so great that truck and trailer com- 
panies could continue peak produc- 
tion throughout 1951, if no material 
shortages develop 

Several trailer companies are 
months behind in filling orders. 1951 
should be another big year for com- 
panies building freight-handling 
terminals (highway, rail, air) and 
manufacturing materials handling 
devices. The labor shortage will 
force many carriers to mechanize 
their handling to a degree not antici- 
pated. 

If the defense program develops 
as indicated, equipment shortages 
resembling those of World War II 
will develop, and will cause many 
companies to place greater emphasis 
on maintenance programs. 





The ONE Great 
Advertising Gain! 


Three times that of 

all other Chemical 

and Process Industries 
Magazines combined! 


1950 UP 10.9% over 1949!” 

















Advertisers want and need the BIG 70,000 4 
coverage of Chemical & Engineering News — y C&ENews delivers double 
the only weekly newsmagazine the circulation of any other 
serving the multi-billion dollar chemical publication in the field, and puts 
and process industries. your highly visible sales message 
y before the 7-Group Buying and Specifying 
Team — the blanket circulation of: Officials + 
4 Works Executives + Engineers + Research 
4 Directors +« Chemists + Consultants + 
4 Foremen and Supervisors. 


UP 81.9% 4 
© 0 At the lowest cost per thousand (total, and industrial) 
your advertising becomes a fast-action sales tool in 
IN FIVE 


YEARS CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD SINCE 1923 
Published by: THE AMERICAN CHEMICAL SOCIETY 


The complete ACS publishing program also includes 


y INDUSTRIAL AND ANALYTICAL CHEMISTRY 
ENGINEERING CHEMISTRY cnn wotineipebaianieadee 


4 The workmagazine of the Chemical & Process Industries and cagincess in Induswiel Leboomecies 
1945 Advertising Monogement: REINMOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 
CHICAGO + PHILADELPHIA * CLEVELAND * DALLAS * SAN FRANCISCO + LOS ANGELES * SEATTLE 





February 1951 | 21 





Here’s the way 
Sweet's Catalog Service 
works for you: 


cataloy — 

Custom catalog design by Sweet's starts with 
onsultation with you to determine what in 
formation is needed to bring about the buy 
ing action you desire — specification, request 
for sales call, direct order. Then follows or 
ganization of the information in a basic pat 
tern for making your catalog easy to use and 
to understand. Next comes selection of the 
most effective form for the clearest statement 
of each fact — text, table, diagram, illustra 
tion. The result is a unit of buying informa 
tion, specially designed to bring you and 
your future customers together in the short 
st time and with the least effort. 


catalog production 

Because of the great number of manufactur 
ers’ catalogs handled each year, printing by 
Sweet's offers you the economies of quantity 
production with no sacrifice of quality. You 
may order your catalogs in any desired quan 
tity—part to be distributed by Sweet's and 
part. if you wish, to be delivered to you If 
you prefer, you may print your own catalogs 
and deliver them to Sweet's for filing and 
distribution, in which case charges are lower 
than those for the complete service. 


catalog distribution 

When your catalog is distributed by Sweet's 
it is delivered to prospects of top-rank buy 
ing power in the markets of interest to you 
Sweet's spends more than $200,000 yearly to 
locate, qualify and select the firms and imdi 
viduals who represent the bulk of buying 
power in each market served. Furthermore 
your catalog remains in the office of each re 
cipient, instantly accessible at all times. This 
is accomplished by distributing it in a bound 
indexed collection (file) of manufacturers 
catalogs. According to thousands of users 
this is the most effective method of getting 
catalogs used by prospective customers. 


Sweet's Service can distribute your cat- 
alog to any or all of these seven markets: 
Product Designers, Mechanical Indus- 
tries, Process Industries, Power Plants, 
General Building Market, Heavy Con- 
struction Market, and Light Construc- 
tion Market. 


— Gets the right information 
—> to the right peeple 
—_7 at the right time 
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produces 


profitable 


orders 


‘Product designers ‘0. allways been important factors 
in the specification and purchase of Waldes TRUARC 
retaining rings. Therefore, we always try to keep our 
catalogs in their hands. We ha rs ee 
Service most effective for this purpose. 


“We started using Sweet’s Serv beg yeasspie 
when Waldes TRUARC retaining rings were first 


on the market. Sweet’s gave us valuab le help in pre- 
paring a special catalog tn product design engi n@emay 
Each year, since then, Sweet’s has distributed 16,000 
copies, with necessary revisions, bound in Sweet’s File 
for Product Designers. 

“This plan works very well. When Sweet's distrib- 
utes our catalogs, we know where each copy is and we 
know it will stay where it is sent. Furthermore, we have 
convincing evidence that product designers frequently 
refer to these Waldes TRUARC catalogs and that many 


profitable orders come to us as a result.” 


Joseph Bloom, Advertising Manager 
WALpEs Koutnoor, INc. 





Sweet's helped design this 
Waldes Kohinoor catalog 
especially for the use of 
product design engineers... 
distributes 16,0U0 copies 

to designers 

of top-rank buying power. 


7. 
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CHILE JOINS THE 
FREE TRADE WORLD 


Something new has been added 
to Latin-American marketing— 
a new freedom in buying opera- 
tions. 1950 witnessed a remark- 
able swing in relative financial 
position of many Latin-American 
countries. Enormous U. 5S. im- 


32,000 active cotton spindles in the 
Yorur S. A. mill in Santiago create o 
continuous market for cotton, chemi 
cals, dye-stuffls and quantities of mill 
supplies. Yorur, like so mony pro- 
gressive Latin-American textile mills, 
depends entirely on U. S. machinery. 


ports, both for stock-piling and 
for current use, have closed the 
dollar gap, created an actual dol- 
lar surplus. 

Now Chile has joined the free 
trade world with virtual elimi- 
nation of import restrictions and 
approaching free exchange. To 
get more details about this in- 
teresting situation, replete with 
possibilities for profitable busi- 
ness, write for a free copy of 
Panamerican TEXTILE TOPICS 
No. 25. 

If your business is related in 
any way with the textile indus- 
tries, you will also want to see a 
current copy of the magazine 
which so adequately serves and 
sells the mills throughout all 
Latin-America. 


PANAMERICAN PUBLISHING CO. INC 
570 7th Avenues, New York 18, WW. Y 
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VY 


How to break into 
a new market 


®S ENTERING NEW markets calls for 
many approaches. If your situation is 
reasonably normal, we believe it 
would be better to first get your deal- 
er list and do some preliminary work 
before engaging in consumer adver- 
tising. Or if necessary, begin mini- 
mum consumer advertising. At the 
same time, begin to work on your 
dealers, building up your advertising 
as you get more dealers and are able 
to take care of a fair proportion of 
the market 

Be sure to keep before your prod- 
uct manager the fact that your direct 
promotion with the dealers and your 
general advertising are still only a 
supplementary effort. Your man- 
ager’s salesmen bear the main load 
of lining up dealers, and getting 
these dealers to stock your product 
in order to offer it to the consuming 
public 

Urge him, if you can, to set up a 
plan as he enters this 

He should figure esti- 


three-year 

new market 
mated sales for at least the first, 
second and third years, including ap- 
proximate number of dealers to be 
sold. With this objective, you will 
be in a better position to know how 


problems 


in Industrial Marketing 


much money it will be safe to spend 
to help him obtain his objective. In 
this way, you will avoid the error 
of spending so much money that even 
if he gains his sales objectives, there 
can be no progress 


Funds for service literature? 


me 


® IF YOU, too, are entering an over- 
sold condition we believe you may 
find enough economies in other parts 
of your advertising budget to permit 
you to begin a fair job on service 
literature 

In times like these when your pro- 
motional campaigns must be fairly 
passive, more money can be devoted 
to providing information and data on 
your product plus general informa- 
tion helpful to the type of people 
working with your products. 

If, during a period of this kind, 
these men use your service literature, 
they will be more likely to keep you 
favorably in mind in the competitive 
period which may not lie too many 
years ahead 


How ad men can help 
stem the tide of rising taxes 


® HERE'S ANOTHER answer to the re- 
cent question by one of our readers 
who is interested in doing his part 
toward keeping our country solvent. 

Perhaps this suggestion will prove 
helpful to you or you may want to 
pass on to us some practical activity 
in which you are engaged 





product 
story 


penetrates 





the process industries’ 


protective skin of secrecy! 





Gates, guards, identification, passes and escorts make it 
tough to get inside plants these days. For now more 
than ever, the process industries are jealously guarding 
their plants and operations. High priorities are en- 
abling them to work and expand at a feverish pace to 
meet Our vast war economy needs. Thus, the process 
industries are going “all out” while working under a 
protective skin of secrecy that makes it difficult for 
your sales engineers to penetrate beyond the P.A.’s, 
unless by invitation from “inside” technical men. 


To make confidential contact with designers and speci- 
fiers, you need Chemical Engineering Catalog to take 
your complete product story into “inside” specifying 
conferences in 12,000 Dun & Bradstreet company- 


rated plants. CEC is bound to put your detailed sales 
literature before technical men who must have au- 
thentic facts fast and confidentially. Such technical 
information tells them in confidence that your product 
or service meets their needs . . . and only then are your 
sales engineers called in for final “closing” consultations. 


Hundreds of millions of dollars are allocated annually 
for new facilities, for plant maintenance and for de- 
velopment and research in the process industries. To 
get a greater share of this important business, call in 
your Reinhold representative right now. He will ex- 
plain how little it costs to distribute your sales litera- 
ture, through 17,500 copies of CEC, to all the right 
men, in all the worthwhile process industries plants. 


Super-Salesman for sure! 1950-1951 edition of 


Chemical Engineering Catalog contains 1654 pages of 
product facts and technical data supplied by 466 leading 
manufacturers of processing, general engineering, 
manufacturing equipment and materials of construction. 


Forms close April Ist. The 1951-52 edition of CEC 
is sure to be the most important volume in the 
36 annual editions published to date. It is your chance 
to make sure of added sales during the year to come. 


CHEMICAL ENGINEERING CATALOG 
REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 18, N. Y. 





CHICAGO * PHILADELPHIA * CLEVELAND * BUFFALO 
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TO WIND UP A HALF-CENTURY OF TREMENDOUS GROWTH 
AND SPARK GREATER PLANS FOR THE 50's 


ELECTRICAL CONSTRUCTION 


Anniversary 


This magazine began in 1901, when the carbon filament lamp was 
replacing gas light all over America, and industry still had to be sold 
the idea that motors were better than steam power. 


For five exciting decades, as the use of electricity doubled and re- 
doubled every ten years, a magazine that started as “The National 
Electrical Contractor” went on, changing its name and extending its 
scope, to meet the needs of an expanding industry. 


ELECTRICAL CONSTRUCTION AND MAINTENANCE helped 
the first technicians to rise to important stature, helped them keep pace 
with the rapid advances in wiring design, wiring methods. As electrical 
systems grew in size and complexity, it helped to inspire and train the 
specialists needed to sell, plan, install and maintain the electrical instal- 
lations which provide today’s push-button living and electronically-con- 

trolled production. 


It has kept the men-in-charge-of-the-job posted on the swift electrical 
progress of this amazing half-century ... given them a continuing course 
on wiring practices, kept them up to date on new materials, the latest ealued eth on vies 
equipment . . . helped with problems of management and estimating 
where profits are made or lost . . . aided in opening latent markets .. . 
campaigned for selling ideas that have sparked the growing use of 
electricity in industry and commerce, home and farm. 


THERE ARE TREMENDOUS NEW JOBS AHEAD 


And the demands of a mobilized economy have made them still greater. 
Vast numbers of homes, farms and factories have worn-out or inade- 
quate wiring systems. Industry is calling for more, more, more machine- 
power-per-man as a base for greater production, higher wages. The 
modernization . . . the reaching out to use all the newest knowledge and 
equipment .. . will be sparked and carried out in large measure by the 
men who read ELECTRICAL CONSTRUCTION AND MAINTE- 
NANCE ...the electrical contractors, industrial plant chief electricians, 
consulting engineers, electrical engineers, motor shop operators and 
inspectors —the men who specify, buy, install and maintain electrical 
Power generator, 1962 equipment. They have tremendous opportunities in the 50’s. This is a 
vital time for them to take stock. 
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AND MAINTENANCE 


an industry-wide 


Year Program 


A DOCUMENT FOR THE 50's... 


ELECTRICAL CONSTRUCTION AND MAINTE- 
NANCE is marking its 50th year with a twelve-month 
anniversary program of constructive contributions to 
electrical progress. 


In 1951, every issue will stress vital new information, 
sum up current practices, outline specific methods, new 
objectives, in a program for the 50’s. 


And all through the year, manufacturers who supply 
the materials and equipment, the parts and appliances to 
bring America up to date electrically will have a practical 
“workshop” medium for showing the men who plan, sell 
and do the job what they can offer to make every job a 
better job—and a more profitable one. 


Watch every issue in 1951 
USE every issue in 1951 


SOTH ANNIVERSARY YEAR 


# Peak of the year 
...a big 300-page 


ANNIVERSARY 


oy The anniversary year of 
ELECTRICAL CONSTRUC- 
TION AND MAINTENANCE will be 
remembered most of all for the big 
50th ANNIVERSARY ISSUE, coming 
in July. 


a Already planned in detail... with ex- 

perts in many fields hard at work on 
assembling the material for special features .. . 
this issue will be a remarkable document —a 
reference book for the industry. 


(Cam It will have five major editorial sections, 

each with its own related advertising 
pages where manufacturers can tell the story of 
their own contributions to the half-century, or 
present in full what they can offer now, to give 
the industry a big push forward for the 50's. 


This 50th ANNIVERSARY ISSUE will look 
back very briefly, to learn from the swift 
growth of five decades what to expect in the next. 


(Cam It will document the best practices of to- 

day in every field . . . bring construction, 
installation and maintenance men up to date 
with practical job-applied knowledge of the lat- 
est methods, materials, appliances and appara- 
tus to modernize, maintain and build new systems 
for industry and commerce, farm and home. 


ap And it will start new plans in motion — 
outlining the great opportunities ahead 
for the 50's, with realistic goals that ELECTRICAL 
CONSTRUCTION AND MAINTENANCE will carry 
on as projects to be pushed throughout the 
months ahead. 


WRITE NOW for full details of 
plans — to make them part of your 
own top sales strategy for 1951 


ELECTRICAL CONSTRUCTION AND MAINTENANCE 
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Our Readers industrial 
NEED, 


WANT 
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BUTTER. L CHEESE 
MILK PRODUCTS 


R) 
INj UST RIFs 


CATALC 


No other industry is so consistently pub- 
licized, so rigidly controlled by health 
boards, so widely inspected by the pub- 
lic, and as @ result so progressively 
maintained as*the dairy industry. And 
because milk and milk products are nec- 
essary in the human diet and in demand 
during any economic condition, dairy 
plants are alyays eager TO BUY... 
ALWAYS ABLE TO BUY. 


WHY OLSEN PUBLICATIONS? 


Each Olsen Rublication is tailored to a 
particular phase of the dairy industry. 
Each hes the largest circulation at the 
lowest cost par thousand. ABOUT 75% 
OF THAT CIRCULATION IS IN THE 
“BUYING ZONE” . . . plant owners, 
managers, superintendents, etc. . . . men 
whose principal interest is their business 
and how to make it more profitable. 


That's why Olsen Publications 
afford a plus-value in reader- 
quality, reader-response and 
reader-purchasing power. 


WRITE “OR MARKET DATA 





THE OLSEN ip natgraa co. 


sh ‘ @us 


445 N. Sth St ‘al 





Advertiser preference can only 
be caused by reader preference. 


Contractors and Engineers Monthly carries more 
advertisers and more exclusive advertisers than 
any other monthly in the field. 


the NEWSpaper of highway and heavy construction 


Address 470 Fourth Avenue, New York 16, N.Y. for 
a sample copy. 
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TEXTILE WORLD ADVERTISERS 


YZ) ane LUCKY anvenrisens- 


vv 


For their money, they are sure of 


The'Mostest © 
of the Bestest’ 





THE FINE EDITORIAL Jos done by an editorial staff manned and or- 
ganized for the purpose of meeting the needs of the textile industry 
has naturally resulted in overwhelming leadership for TEXTILE 
WORLD among key men in the mills — the men included in ABC 
Classes 1 and 2. These executives are the most important men for 
you to reach with your sales message, as they represent the indus- 
try’s purchasing power. Spurred by forward-looking editorial treat- 
ments, they are in a buying mood when they read TW. 





TEXTILE WORLD is justly proud not only that it can offer to the 
advertiser this largest buying-power audience, but that it can do so 
at the lowest available cost. TEXTILE WORLD, with all its obvious 
advantages in largest total paid circulation, readership, advertising 
volume, and buying-power penetration, also brings its advertisers 
“the mostest of the bestest” at the lowest cost per thousand. In other 
words, TEXTILE WORLD advertisers are lucky advertisers! This is 
dramatized in the accompanying chart. 


You, too, can get your message before the buying power group of 
the textile industry at minimum expense—ask the TEXTILE 


Cost per thousand of ABC . 
crosses 1 and 2 based on 12 pp, b. & w WORLD man in your territory for details, or write our home office 
about it. 


. Paid subscribers in ABC Classes | ond 2 











Be a Lucky Advertiser! 


TEXTILE Worip A McGRAW-HILL PUBLICATION, 390 WEST 42nd STREET, NEW YORK 18, 6 Y 
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Quality Quality 


A . 
READER ACTION ( Performance) 
Quality Superior 


A 
proves’ READERSHIP and Advertising Values* 


* May we send you PROOF of this quality readership? Write for your copy of “An 
Audit of Readership”... not a “readership study” but an audit of KNOWN reader- 
ship. Address Putman Publishing Co., 737 North Michigan Ave., Chicago 11. 
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The time and place to sell materials, 





parts and finishes is in 





Materials & Methods 


where over 18,000 paid subscribers concentrate 


on editorial content that deals exclusively 
with the materials problems of product 





design and manufacture ! 


There's only one reason why more than 18,000 materials engineering men sub- 
scribe to M & M. It’s because they want help with the materials problems of product 
design and manufacture. Materials & Methods provides this, nothing else. 


In the hard goods or product manufacturing industries, the materials-specifying 
function is exercised within 5 Technical Title Groups: 


Technical Management Men + Engineers + Designers 
Metallurgists - Plant Production Men 


Not all the individuals in these five groups perform the materials-specifying 
function. The men who do are the ones who find M & M's editorial content (devoted 
exclusively to materials engineering) of vital interest. This explains why M & M 
alone delivers the largest concentrated materials-specifying audience in the world. 


In Materials & Methods you buy on/y the attention of materials engineering men. 
No other publication guarantees you such an absolute minimum of waste circu- 
lation if you sell materials, parts or finishes to the product-manufacturing industries. 


America’s 31 marhet place 
for engumeering mat s 


parts and finishes The Magazine of Materials Engineering 


. monthly meeting place 
for over 18,000 men whe 
perform the matersals- 
specsfyong function im the 
product manufacturmg 
smdustries 


A REINHOLD PUBLICATION 
330 West 42nd Street, New York 18, N. Y. 


Philadelphia + Cleveland + Chicago * Dallas 
Los Angeles * San Francisco + Seattle 
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PRODUCT MANUFACTURING INDUSTRIES 
served by MEM 

Automotive products and parts 

Aircraft, engines ond ports 

Railway and rolling stock 

Heavy and machine tools 

Light machinery, busi ohai 

instruments 





_— ; out - 
Hordware, cutlery and tools 

Building equ: and prods 
Process industries equipment 

Ships, beats, marine equipment 
Containers 

Fine metalwore, jewelry and novelties 











Can manufacturers’ agents 


outsell your own salesmen? 


By William A. Marsteller 


Yes 


manufacturers’ representatives have had 


“Many of our present 


our line for 20 years or longer. The steady 
growth and present position of the com 
pany in its industry is due, we feel. pri- 
marily to the successful efforts of our 
agents. They have prospered with the com- 
pany. which is as it should be.” . . L. O. 
Witzenburg. ¢ 1 sales ger, Cleve- 


land Worm & Gear Co. 


< 
No if eee “Some items lend them 


selves to distribution through manufac 


turers agents and others do not. As a rule. 





manufacturers’ agents are not well quali- 
fied to handle products requiring extensive 
technical knowledge in the application.” 

. F. E. Wilsey. ¢g 1 sales g 
Micro Switch Div. Minneapolis-Honeywell 
Regulator Co. 





® TO USE OR NoT to use manufac- 
turers’ representatives.. that is a 
question for the modern industrial 
sales manager 

It is safe to say (although we know 
of no accurate statistics) that at least 
80° of industrial companies have 
sold at one time or another through 
manufacturers’ representatives. To- 
day, perhaps 50°; of industrial sup- 
pliers use multiple line representa- 
tives in their selling program. 

Yet, many sales managers, particu- 
larly in growing companies, look for- 
ward to the day when the company 
gets its own sales force. Is this yearn- 
ing realistic or is it just a case of 
greener grass across the lot line? 

To supplement and check our own 
experience, we surveyed the oninion 
of 35 industrial company sales ex- 
ecutives. We asked four questions 
that we believe go to the root of the 
problem. Here are the questions and 
a roundup of the answers, many of 
which are controversial and most of 
which are enlightening and valuable 
to all of us. 


Are manufacturers’ agents suc- 
cessful for only the smaller or 
limited line companies? 


Of those answering specifically, 13 
said, “No,” nine said, “Yes,” and one 
said he felt they were unsuccessful 
in either case 

F. E. Wilsev, general sales man- 
ager, Micro Switch Division, Minne- 
apolis- Honeywell Regulator Co., has 
an explanation typical of the majori- 
ty opinion 
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“I don’t feel that the success of 
manufacturers’ agents is tied up with 
the size of a company or the scope of 
its line,” Mr. Wilsey said. “Some 
items lend themselves to distribu- 
tion through such channels and oth- 
ers do not. As a rule, manufacturers’ 
agents are not well qualified to han- 
dle products requiring extensive 
technical knowledge in the applica- 
tion.” 

Leslic Co., Lyndhurst, N. J., sup 2r- 
vises its manufacturers’ representa- 
tives through carefully trained dis- 
trict sales engineers who are assign- 
ed approximately 12 agents each and 
work continuously with these agents 
R. W. Boettiger, sales manager said: 

“We are able to contact each 
manufacturers’ agent approximately 
three times a year, spending about 
one week during each visit. In this 
way, we really get an opportunity to 
work with the agent in the field, 
helping him with his sales and serv- 
ice problems and obtaining an inti- 
mate knowledge of how he conducts 
his business.” 

Phil A. Sprague, Jr., Hays Corp., 
Michigan City, Ind., feels that the in- 
tangible, “locally owned. independ- 
ent businessman” aspect of the agent 
is often an advantage in avoiding the 
impersonal, distant, big corporation, 


sed on page 136 


Convictions of 35 leading industri- 
al sales executives on a topical, con- 
troversial marketing question are of- 
fered in this second in a series of 12 


such articles by a veteran marketing 


and management executive 


February 1951 | 33 








Ten kinds 
of show visitors 
..and how to 


handle them 


By W. F. Weimer 


1. butterfingers . . 5 
This concludes a series of three articles . nthe ' ee 
by Mr. Weimer on industrial exhibits. 





® “nurry, hurry, hurry step in 
close, folks, and don’t crowd the 
sidewalks 

You, there, mister! What d'ya see? 
Y’see something that turns, that 
jumps up and down, that shouts and 
changes colors. Y'wanta know more 
Step in close, and I'll tell ya all about 
it the full, the amazing, the con- 
plete story , 

What do you think of that appeal? 
Come on, mister, confess it. You 
ome, we 


like it. It's corny and colorful and it 


sounds like something's doing that 


\ 
j 


you rather don't want to miss. It’s 
the barker’s pitch 

You have heard it at the county 
fair and the circus and if you're 
not too young in Times Square, the 
“showplace of the world.” 

The modern industrial show ex- 
hibitor has a heritage from that bark- 
er and the exhibitor could do worse 
than study carefully the dead-seri- 
ous salesmanship behind the speed 
and flexibility and opportunism ol! 
that pitch 

I benefited by making the study, 
myself .. the hard way. I was a bark- 
er. The great depression landed 
smack in the middle of my eight 
years in the theater business. While 
I would like to say that I was de- 


ial Marketing 





3. heavy hand. . Len: t ry 4. 


wa 


speed demon. . \ : S. dreamer .. Jay Walker intently 


“ 2 dev your exhibit and doesn't see you, 


knows exactly where he's going. ¢ »ven though you are partially blocking his 
the lingers will some 


isually 








8. timid soul. . Mr. Meek 1 9. competitor . . Mr. Rival has just 10. the real McCo 
to take a jive-cqway He « er thir jropped in to say, ‘Mell He is very nor Buyer m your toes zer 


that you're kidding hit r that 1ve halar ind, believe him, he’s not inter it. Start that mechanical 


4b 
zing how 
separate 


tudy 
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Informality . . 


Unorthodox sales training 


helps Harper buck its problems 


By Merle Kingman 


® IN THIS DIFFICULT, modern indus- 
trial world where most companies 
train engineers to be salesmen of to- 
day's complex, technical products, 
H. M. Harper Co., Morton Grove, 
Iil., has reversed the process and 
boosted sales 40°, in three years 

The company has built what it 
considers ar.d what the results 
show is a high-quality sales staff 
by a good meth -d. Instead of trying 
to make salesmen out of engineers, 
the company made engineers out of 
salesmen 

Harper, which makes a specialty 
line of non-corroding nuts, bolts and 
other small parts, experimented with 
this reverse English in a minor way 
in 1943, and after several years be- 
came convinced there was something 
in it 

So 1946 the company, after 
meticulous screening, hired 15 young 
men who had no engineering train- 
ing but could think straight and 
otherwise 


Most 


of them had college backgrounds 


speak accordingly and 


showed promise as salesmen 


These men were put to work in 


overalls at machines in the plant. The 
men worked in all departments, got 
an opportunity to learn the varied 
line of products what they could 
do-and not do. There was time to do 
more than get their overalls dirty and 
fingers stuck in the gears 

After nearly two years of this, in- 
cluding several months in the gen- 
markets and 


eral office learning 


pricing . . in a business where orders 
run from several dollars to a quarter 
of a million dollars . . the men began 
to sell, working from new district of- 
fices set up in many parts of the 
country 

The new sales staff replaced manu- 
facturers’ agents. The company be- 
lieved that the agents had done well, 
but that in a field growing more 
technical with the development of 
new and better non-ferrous metals 
and applications, company-trained 
salesmen had more time to study 
specific Harper problems and could 
penetrate the market more complete- 
ly. The 40 
speaks for 


sales increase since then 
itself. Manufacturers’ 


agents have been retained in Seattle, 


Denver, Milwaukee and Atlanta, but 
the district offices now total 11 
scattered wide from New York to 
Los Angeles and from Dallas to De- 
troit 

The company admits that the sales 
increase was helped by the trend to 
non-corroding parts in the utilities 
and other industries . . a trend pushed 
by research of steel and other metal 
producers. The market was there, 
but the company had to locate it and 
sell it hard or lose out 

Behind the new sales staff is a 
management team including Presi- 
dent H. M. Harper, who started out 
27 years ago with $5,000 in capital 
and a tiny, two-machine shop and 
has plowed back earnings until to- 
day he heads a company with $2,- 
000,000 in capital and a _ 150,000- 
square-foot, ultra-modern plant on 
46 acres. With him are General 
Manager V. A. Spoehr, and Sales 
Manager T. Stott 

They support their new sales staff 
with a collection of progressive sales 
policies and helps that include sales 


meetings of an unorthodox but high- 





Roaming the wilderness . . and | 


lies iea wa 


Bull sessions. . 


ly productive character, a thorough 
sales call report system for helping 
to dig up new product applications 
and a 16-point bonus rating system 
for compensating salesmen 

The company’s annual sales meet- 
ings, looked at superficially, might 
seem like a fine way to spend your 
vacation, but on closer examination 
turn out to be strictly business 
good business, the company believes 
The last meeting, lasting a week, was 
held at a private country club near 
Boulder Junction, Wis., at the close 
of the summer season 

Meetings started promptly at 9 
a. m. with management doing the 
talking. But this type of formality 
is held to a minimum. The accent is 
on exchange of individual problems, 
ideas and case histories of specific 
customers . . those that were lost and 
landed among individual sales- 
men. Most of the time is spent in 
these bull 
which sometimes grow big- 


sessions among small 
groups 
ger as the discussion grows hotter, 
and other individuals or groups join 


the party 


The meetings break up after lunch, 
and don’t resume until 7 p.m. In the 
interim, salesmen are free to play 
golf, roam the wilderness and get 
into more sales arguments with each 
other. This sdunds like a “get soft” 
policy, but Mr. Stott explains that it 
isn’t: 

“When you put a staff of salesmen 
in straight-back chairs and lecture to 
them about budgets and quotas from 
9 a.m. to 5 p. m., you will lose every- 
one’s attention by 2 p. m. or earlier. 
The long break in the afternoon gives 
you a relaxed, attentive group for the 
evening session. I’ve tried both types 
of meetings, and the nine-to-five, 
lecture type simply doesn’t work as 
well.” 

Further, Mr. Scott said, the evening 
session largely replaces the cafe en- 
tertainment that often comes in reac- 
tion to the restrictions of the nine- 
to-five lecture. 

Contributing to the general com- 
fort and informality is the standard 
attire .. sports shirts and slacks. The 
setting has the advantage of taking 
everyone away from the ringing tele- 


phones and other distractions of the 
office and even the nearby hctel 

The sales problems dissected are 
those of a company selling a specialty 
line with applications often requiring 
considerable technical knowledge 
and with the bulk of orders ranging 
from hundred to several 
thousand dollars. The company has 
filled one or more orders for 21,000 
customers in the past two years. 

Although the largest order landed 
was a recent one for $250,000, the 
company has knocked itself out filling 
an order for six bolts or even one 
bolt of 
often losing money on the order to 
satisfy a good customer. 

Although most sales are direct 
through the sales staff, the company 
does a substantial volume through 
18 warehousing distributors, some of 
whom now stock as much as $100,- 
000 worth of Harper inventory. Five 
years ago, some distributors stocked 
as little as $100 in inventory. The in- 
crease has greatly helped sales by 
permitting faster filling of orders. 

A challenging sales problem has 

ntinue r wae 140 


several 


unusual specifications 
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Not this.. 


Kohnstamm fetes centennial with new, sales film 


By Charles Downes 


OBSERVING a 100th ar 

customary an radi- 

H. Kohnstamm & Co 
New York idest 


house in the natior 


laundry supply 
plans something 
entirely different 
Kohnstamm will not distribute 
elaborate anniversary brochures 
will not hold open house will not 
e a banquet, nor publish centen- 
advertisments. The company 


will use the money originally in- 
tended for those things for addition- 
al industrial research and to help 
customers get more business 
Spearheading the program will be 
1 30-minute, sound and color motion 
picture for telling women the story 
of the modern laundry and how it 
relieves the drudgery of washing and 
ironing. The film, entitled “Time for 
Living.” is sponsored jointly by 
Kohnstamm and the American Insti- 


tute of Laundering. The $40,000 film 
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was produced last year and tested 
successfully in Chicago where Mon- 
arch Laundry Co. showed it exten- 
sively at women’s clubs 

This year 100 prints have been 
put into use by laundries throughout 
the country. Kohnstamm is distrib- 
uting to its customers a folder giving 
full details on effective use and pro- 
motion of the film in local communi- 
ties to increase sales. Kohnstamm 
ipon request of a customer, will sup- 
ply at cost printed material for use 
in advertising and merchandising 
the film before and after showings 

Advertising Manager N. R. Hoff- 
man said that the company believes 
that helping its customers to build 
more laundry business will do more 
for Kohnstamm and its sales of laun- 
dry equipment and supplies than any 
conventional promotion of a com- 
pany centennial 

“Because of the uncertainties of 


the national emergency and condi- 
tions in the laundry business today,” 
he said, “we feel that it would be 
very inappropriate for us to spend 
time, effort and money merely to 
gratify our own vanity.” 

“What difference does it make to 
our customers that Kohnstamm is 
100 years old? 


what you've done. They’re interest- 


People don’t care 


ed in what you are doing and what 
you can do for them today and to- 
morrow.” 

Kohnstamm will continue in 1951 
the same expenditure as in 1950 
“something more than $100,000." 
“The way things are,” Mr. Hoffman 
added with a wry grin, “we'll prob- 
ably spend more and get less than we 
did in °50.” 

In addition to the film promotion, 
Kohnstamm will continue its month- 
ly bulletin presenting selling ideas 
and advertising suggestions to 





..but this 


Kohnstamm customers. The bulletin 
includes material for posters, radio 
commercials, letters, circulars and 
newspaper copy. Customers may use 
the copy as is or adapt it in any way 
they see fit. A mat service at cost 
may be added 

Kohnstamm, one of the first ad- 
vertisers in laundry trade papers and 
a consistent advertiser for nearly 100 


years, is running a campaign in 


Instead 
sound-color movie to 
dry service and relief 


American Laundry Digest, Ameri- 
can Dry Cleaner, Cleaning & Laun- 
dry World, Hospital Purchasing 
Guide, Guide for Laundry & Clean- 
ing, Laundry Age, National Dry 
Cleaner, Pacific Laundry & Clean- 
ing Journal, Starch Room & Laun- 
dry and Texas Laundry News 

The company was founded in 1851 
when Joseph Kohnstamm, a young 
and enterprising immigrant, opened 
a small store at 3 Tryon Row in New 
York. The Kohnstamm family had 
been color chemists for several gen- 
erations in Europe. The business was 
a success from the start, largely be- 
cause of the fine quality of the ultra- 
marine blue the Kohnstamms im- 
ported and specialized in at the time 

At first, the business was simply a 
matter of importing the best ultra- 
marine blue obtainable, selling it 
where there was a need for the prod- 
uct . . and advertising it. In 1853 the 
company won first prize for its blue 
at the World’s Fair, which gave 
Kohnstamm added, sales-valuable 
prestige. 

Later Joseph was joined by other 
members of the family and the name 
was changed to H. Kohnstamm & Co. 
As the business expanded other 
items were added to the line. In or- 


10re business for Kohnstamm 
In use are 100 prints of the 


laundries throughout the nation 


der to control better the quality of 
its products, the company started 
manufacturing. 

Among the innovations pioneered 
by the company were neutral soap 
chips and certified colors for food 
products. So successful were the 
certified colors that the National 
Confectioners’ Association at its first 
convention in 1884 accepted those 
colors as standards for the industry 
This was the beginning of harmless 
food colors in America and led to the 
certification of such colors in 1907 
by the bureau of chemistry, Depart- 
ment of Agriculture. In recent years 
Kohnstamm chemists have develop- 
ed new plastic colors for the plastics 
industry, cosmetic colors, synthetic 
food flavors and extracts, and mold 
and mildew preventatives. 

Today the company has three di- 
visions .. (1) laundry and dry clean- 
ing, (2) industrial colors and (3) 
food and confectionary colors and 
flavors. The accent is on promotion 
to and for Kohnstamm’s customers. 
These divisions run space annually 
in more than 45 business papers in 
widely divergent industries such as 
drugs, cosmetics, paint, textiles, bot- 
tling, dairy, ice cream, plastics and 
chemical industries. 
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Forum subject for February 


How does top management gage effective 
ness of industrial advertising? What is ex 
pected and demanded in terms of results? 
To obtain a cross section of industry's 
thinking on this important subject. INDUS 
TRIAL MARKETING invited well known 


executives to discuss these questions 


@ Are you convinced that the industrial ad 
vertising of your company is producing 
results? 

@ Is there any way you can get specific 
prool of results? 

@ Do you expect results in terms of sales 


and inquiries? 





H. B. Spackman 


@ If there was any doubt about ou 
industrial advertising producing re- 
sults, it was eliminated in 1949 as a 
result of our campaign which won 
the Putman Award. Obviously, the 
final result of this campaign was ar 
all organization job, but advertising 
certainly went to the top in produc- 
ing thousands of leads 

more important 


In my opinion 


ma nagement 


TY) 


a 


than the actual leads produced, was 
the job it did in breaking down re- 
When Lyon 


salesmen called and started talking 


istance to a new idea 


this idea, the prospect had been pre- 
conditioned 

Yes, we do have specific proof of 
the effectiveness of our advertising 
Inquiries regularly run more than 
Again, it 
thinking 


one thousand per month 
is more important in my 
that the big majority of the hundreds 
of people we must sell every day 
know about Lyon, and they do .. pri- 
marily as the result of our adver- 
tising 

The results obtained in the cam- 
paign mentioned above are well 
known. The campaign contributed 
54°, of our profit dollars in 1947 and 
52 in 1948 

In 1951 the results of our magazine 
advertising will not be as easy to 
trace. Our objective is less tangible 
To get maximum benefit from the 
campaign our advertising department 
has convinced me that we should 
follow it up with a well directed mail 
campaign 

It goes without saying that a close 
salesman in the 


We like to look 


upon advertising and sales promo- 


tieup with every 


field is nex essary 


tion as a unit in the Lyon sales team 
working toward a common objective 
We have seen enough results from 
the advertising end of this sales pro- 
to more than justify its con- 


a constantly increasing 


A monthly discussion, 

in which industry's top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 

and advertising problems 


Ernest G. Swigert 


® The value of industrial advertising 
has ceased to be a debatable point 
I think it was the late George Mc- 
Manus who referred to advertising as 
the sword arm of business and in our 
experience it has proved just that 
We have 
checking results of specific types of 


tried many forms of 
advertising, usually with much more 
specific results than we had expected 

We believe, however, that a far 
greater value of properly handled 
advertising is the gradually increas- 
ing public acceptance of your name 
and product. There is no way of 
measuring this but we are convinced 
it is one of the vital factors in any 


successful business enterprise 


. 
nd 


C. D. Bodine 
@ 


® There is no question in our mind 
but that industrial advertising has 





played a very important role in the 
success and growth of our company. 
We know of no way to measure ac- 
curately all of the results of our ad- 
vertising, but inquiries and orders 
give us a yardstick for some of the 
results. 

Other important results we expect 
from our advertising are the emana- 
tion of useful information to motor 
users and the building of their con- 
fidence in our products and our com- 
pany. In fact, we believe this is the 
only good reason for advertising dur- 
ing periods when the demand is 
greater than our capacity to produce. 

We depend almost entirely on our 
advertising to produce inquiries from 
good prospective motor purchasers. 
Therefore, we credit advertising, to 
a great extent, for the consistent 
growth of our company 


G. A. Gilbertson 


® Any investment whether it be 
for production, sales or other depart- 
mental functions . . should be eva'u- 
ated by the 


from the expenditure allotted 


results which accrue 
This 
holds true likewise for advertising 
We realize that some advertising re- 
sults are necessarily intangible but 
we have received enough positive 
proof of its effectiveness to be firm 
believers in its value to our com- 
pany 

One hundred per cent proof of 
advertising is, of course, impossible 
However, there are many ways in 
which an advertiser can establish suf- 
ficient evidence of value to justify 
the investment. To get specific 
proof the advertiser must be firmly 
impressed by the need for evaluat- 
ing results. The first requirement is 
a workable plan. Specific objectives 
must be established in advance, and 
methods for determining the result- 
ing accomplishments should be pre- 
determined. It should be kept in 
mind that advertising “proof” comes 
from many sources including the 
prospect, the customer, the distribu- 
tor the sales department etc. 

We don’t expect our advertising to 


complete sales. Its function, in my 
opinion, is to establish contact with 
our prospects, arouse an interest in 
and create a preference for our prod- 
ucts. It also must firmly establish 
widespread recognition of our com- 
pany name and reputation. Our ad- 
vertising department has offered us 
the type of information we expect: 
(1) inquiry records, (2) a tabulation 
of sales initiated by advertising (in 
(3) comments 
from outside sources such as pros- 


dollar volume) and 


pects, customers, dealers and com- 
pany salesmen 


Hobart C. Ramsey 


President 


® Properly conceived and executed, 
industrial advertising of products of 
good value does produce results 
With our special engineered prod- 
ucts we do not look for immediate 
inquiries or sales results from an ad- 
Rather we 


create recognition and acceptance by 


vertisement hope to 
our potential customers. It is only a 
part, though an essential part, of our 
whole selling effort 

We use Starch reports and other 
accepted tests to learn if our mes- 
sages are read and remembered by 
prospective purchasers, for if they 
are, our sales efforts will be substan- 
tially aided by our advertising. 

We are confident that the long- 
range results of our past advertising 
program has made Worthington 
Pump & Machinery Corp.’s products 
and name better and more favorably 
known with each passing year 


No David W. Harris 


rresident 


Universal Oil Pr 


® Although the operations of our 
company differ from those 
panies engaged in the manufacture 


com- 


and distribution of equipment, a con- 
sistent advertising program is an es- 
sential part of our business. We be- 
lieve that any company who fails to 
convey its message through the 
medium of good advertising invites 
disaster to a sound economic po- 
sition. 

The basic nature of our business 
presents an obstacle in attempting 
to obtain specific proof of results 
from our advertising. In isolated 
cases advertising has been known to 
be the responsible factor in the de- 
velopment of a substantial amount of 
business. We have found upon 
specific occasions that interest has 
been stimulated originally through 
advertising. 

Justification for advertising should 
not be based entirely upon the num- 
ber of inquiries received and sales 
resulting. We believe that adver- 
tising contributes importantly to the 
position of a company in the fields 
that it an effective 
method in obtaining the valuable 
recognition that a 


serves. It is 
company must 
have if it is to enjoy long-range suc- 


cess. 


George E. Wallis 
President 
Creamery Package 


Mig 


® Our company has been an indus- 
trial advertiser for about 65 years. 
As one of the world’s largest manu- 
facturers of a complete line of ma- 
chinery and supplies for processing 
dairy products, we advertise consist- 
ently through business papers and 
direct mail, and feel that industrial 
advertising is a very essential part 
of our sales program. 

In general, we do not expect to get 
direct returns on our publication ad- 
vertising such as we receive from di- 
rect mail. We do, however, get in- 
quiry results from magazines having 
that type of reader service. Also we 
get direct inquiries from time to time 
from readers who clip an entire ad 
or mention it in asking for literature. 
One piece of publicity resulted in a 
substantial sale to a firm outside our 
industry. 

We could run coupons in all of our 


ntinued on page 124 
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Which ad 


got the highest 





Starch score? 


Position vs. direction . . These two B. F. Good- 
rich ads in the same issue of Factory appealed respec- 





tively to general and specific interests of readers. The 
“hot sand” ad was on page one. the other on page 153. 


Which ad pulled most? See page 56. 


What Readership Scores Mean. . Sym 
bois and percentages show readership for each 
component part of ad. Scores for entire ad are 


at top. To test your judgment of advertising pulling : fe 
power. scores for the two ads at right are not ; 
shown on this page e 


© Noted ETE awatrss rian helps cut industrial 
, 3 ; tire and wheel costs by as much as 50% 
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Three Products vs. One. . 


eadershir 





the center 


types 














Ads and scores represent highlights of industrial 


* 
Support case histories 
advertising readership as reported by Daniel Starch & 


Staff. New York. Ads are from October issues o 


Factory Management & Maintenance, Machinery. Power. 


or lose readers 


Prestige vs. Details . . 
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How to write catalogs 


that go beyond advertising 


By Howard G. Sawyer 


This is the second of two articles on cata 
logs. The articles are part of the series 
by Mr. Sawyer on how to advertise to 
business men. 





® WHEREAS ADVERTISING is used main- 
ly by sellers to find buyers, a catalog 
is used mainly by buyers to find 
products, and so the preparation of 
catalog information calls for a tech- 
nique of its own . . designed to make 
it easy for the catalog user to locat« 
comprehend and use the informatior 
ne seeks 

The facility and precision with 
which a « atalog is used are controlled 
by 

@. the organization of the informa- 
tion into short, self-contained units 


b. intellectually and visually inte- 


grated with a sequence of informa- 
tion 

- flowing from the user’s need at 
one easy-to-locate starting point, 
d. through 


characteristics, performance and use, 


classification, forms, 
@. to the object product located at 
the terminal point of some ever-nar- 
rowing range of possibilities 
This is more than a problem of 
skillful layout. The pages of the cat- 
alogs must be planned intellectually 
before they can be planned visually 
No patterns can be recommended, 
for the problems of selection are dif- 
ferent for each class of product and 
for each type of use. The specifica- 
tion writer in an arch.itect’s office, for 
example, would need a different kind 
of catalog than a purchasing agent 
Arrangements, in each case, have to 
be made so as to interrelate the par- 
ticular facts of the case in a form 
most suitable to the particular use1 
and in a sequence corresponding to 
the relative importance of the vari- 
ous sets of facts in promoting se- 
lection 
Thus 
need, the buyer should be started at 


if the reference point is a 


a point where he can see the variety 
of forms suitable for his use and can 
begin to decide for himself, from evi- 
dence there given, which form is best 
for him 


How Many Pages . . The catalog 
should contain as many pages as are 
necessary to carry the complete in- 
formation plus enough more to per- 
mit a visual continuity and to create 
a sense (a psychological value, not 
just a mechanical one) of accessibili- 
ty which means generous use of 
both white space and visual barriers 


to separate and insulate individual 
“packages” of information plus what- 
ever guideposts, bridges and avenues 
are needed to get the reader from 
one point to the next logical point. 

White space, in a form of com- 
munication almost universally 
characterized by congestion of infor- 
mation units, may frighten whoever 
is more concerned with costs than 
utility. But, fortunately, it usually 
happens that an intelligent analysis 
of catalog information suggests ways 
of organizing into compact units 
like charts and tables the great 
masses of poorly organized and re- 
petitive cata that formerly sprawled 
over a great area. The result usually 
shows that the devotion to white 
space did not necessarily mean a 
larger catalog 

The number of pages is dictated 
primarily by the number of self- 
contained information units. An in- 
formation unit can be considered 
an area devoted to a category of in- 
formation, isolated and differentiated 
from other categories and appropri- 
identified. The unit should 
cover its particular phase of infor- 


ately 


mation completely, yet should be 
prominently cued to related informa- 
tion in the sequential flow of infor- 
mation. To the fullest possible ex- 
tent, categories of equal importance 
should be allocated visual units of 
equal size, shape, color and other 
impact values 

The information unit 
two facing pages is the ideal, because 


comprising 


it occupies a complete visual field 
and thus focusses without distrac- 
tion. Yet, 
may require information 


practical considerations 
units of 
several pages or fractional pages. In 





SHARE IN THE EXPANDING 
SHIPBUILDING MARKET 


by reaching marine buyers 
with the industry’s No. 1 
magazine. 


Fist in editorial influence 
Feet in buying influence 


First in advertising volume 


Two billion dollars for naval building and conversions . . . 
$350 million authorized for constructing 50 fast cargo 
vessels . . . other shipbuilding and ship re-activation up 
over previous marks. 


Those were yesterday's headlines. Tomorrow's promise the 
greatest volume of shipbuilding since World War II and a 
bigger market for all who make or sell the thousands ~f 
things that go into ships. 


Get your share of the expanding marine market. Go after 
it early — before orders are placed — with space in the 
industry's first magazine, Marine Engineering. Write for 
latest marine market information; a sample of our free 
Weekly Marine Outlook Letter published for advertisers, 
and survey results showing buying influences of chief 
engineers, who prefer Marine Engineering almost two-to- 
one over the next publication. 


79% of ship 

operators generally buy 
brands chief engineers 
call for 


The obove foct is revecled by o recent 
mmpeortiel survey omong ship opereters. 
in the some survey, 87.7% of the oper- 
ators rephed that chief engineers’ recom- 
mendations corry weight ond ere com 
wdered importont nm moking purchoves. 
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Industrial editors predict 


the 1951 market 


® BUSINESS will be good in 1951, de- 
tribulations of the 
MARKETING S 


spite the war 


economy, INDUSTRIAL 
annual survey of business paper edi- 
tors shows 

A market-by-market summary of 
the editors’ forecasts, begun in the 


January issue, is concluded here 
Aviation 


American Aviation 


® The aircraft manufacturing indus- 
try is so closely geared to defense re- 
quirements that its scope of business 
follows roughly the pattern of rising 
and falling international tension 

In the 
ending June 30 


government's fiscal 
1951, the military 
services will spend $10,337,000,000 for 


aircraft; it 


year 


is expected that in the 
next fiscal year the program will be 
about the same. Business during the 
1951 
upon orders placed in fiscal 1949 and 
1950 


calendar will actually depend 


In the coming year sales are 


expected to go over the $4 billion 
mark 

The backlog is 
in the neighborhood of $200,000,000 


it should 


commercial now 


around this figure, 
1951 


hover 


perhaps drop slightly, in 


Banking 


Banking 
® Between the outbreak of war in 
Korea 1950 bank 


loans increased over $5 billion 


and the end of 


One reason has been the higher 
Also. 


individuals and business con 


costs of labor and materials 


both 
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pictures 


cerns had to increase purchases with 
a view toward future requirements 
connected with the rearmament pro- 
gram 

Efforts to put a 
rapid expansion of 
voluntary action by banks in chan- 


brake on 


credit 


over- 


include 


neling loans into productive enter- 
prises, a revival of restrictions on 
consumer credit and a program of 
limiting mortgage credit 

While these actions have not yet 
had any great effect on the volume 
of credit, it is expected that they will 
begin to bite into the totals in the 
course of 1951. The unusual expan- 
sion of credit in the last part of 1950 
will not continue through 1951, even 
with the prospect of expanded de- 


fense production 
Building 


Magazine of Building 

® Construction estimates point to a 
total 1951 expenditure of $23 billion 
This will put 1951 about 14% below 
1950, but will still make it one of the 
big building years. Increased em- 
phasis will be placed on publicly fi- 
nanced construction. It is slated to 
increase 3% to $7 billion, compared 
to a previous peak of $10.7 billion in 
1942 
in military 
School and hospital construction will 


The biggest increase will be 


and naval building 
probably maintain 1950 levels 
Private residential building will 
suffer most, dropping from about 
$11.3 billion to $7.5 billion. About a 
billion of this will represent defense 
dwelling 


housing. Translated into 


units these figures mean about 800,- 


Editor Forecast (2) 





000 starts next year as opposed to 
this year’s estimated 1,350,000. Non- 
residential building will fare better 
than house building; it is due to drop 
only 12%, to $3.3 billion. Only indus- 
trial construction is scheduled to ex- 
pand (17% to $1.3 billion) to meet 
the growing demand for war materi- 
al production. 


F. W. Dodge Corp. 


jer 


® Localized warfare and limited 
emergency were the principal as- 
sumptions upon which F. W. Dodge 
Corp 1951 construc- 
tion estimates last November. The 
worsened military situation in Korea 


how long 


prepared its 


poses a question as to 
those assumptions may remain valid 

On those the total 
dollar volume of building and engi- 
neering contracts to be awarded in 
1951 was estimated to decline 19% 
from 1950. In a relative sense, this 


would be a moderate decline, since 


assumptions, 


it follows a record-breaking yea 
The most important decline is ex- 
pected to occur in residential build- 
ing, following the all-time peak of 
1950; the expected decrease is one 
third. Other classes of building and 
engineering work are expected to 
decline moderately, except manu- 
facturing buildings and electric 
power plants, which are likely to 


increase, somewhat in response to 


the needs of war production 


Building Supply News 


W. Parshall, executive editor 


® The outlook for lumber and build- 
and whole- 


a volume of 


ing material retailers 


salers in 1951 is for 








Product Information? 


A sampling of reader response to 
product items in January IEN: 


CWD Design Engineer, American 
Smelting & Refining Co. 

MLD Developmemt’ Engineer. 
Goodyear Tire & Rubber 


Ce. 

RWM Supt. Penick & Ford, 
Lid. Ine. 

WSP Supt., General Electric Co. 

CGW Dir. Manufacturing, En 
gineering, Westinghouse 
Electric Corp. 

WOR Prod. Supt. Belden Brick 
Co. 

RAP Eng. Ordnance Munition 
Center 

LJK Chief Eng. Carnation Co. 

JSC Mech. Des. Engineer, North 
American Aviation Co. 

RAC Supt.. Bemis Bro. Bag Co. 

CHF Dir. Res. Republic Steel 
Corp. 

DAB Chief Power Plant Engi 
neer, Western Electric Co. 

WA Prod. Eng... Fedders-Qui- 
gan Corp. 

ME Eng., Timken Roller Bear- 
ing Co. 

FSS Eng.. Standard Oil De 
velopment Co. 

PD Plant Mer. L. Sonneborn 
Sons, Inc. 

JED Head, Standards Labora- 
tory, Long Range Proving 
Grounds 

RJS Works Mgr. Industrial Di 
vision, Waltham Watch Co. 

HHS Chief M.E. Zenith Radio 
Corp. 

HJT Electronic Engineer, Fair 
child Guided Missiles Di 
Vision 

AJS Tool Design, Bailey Meter 
Co. 

WBS Chem. Eng., Argonne Na- 
tional Labs. 


Product News 


and Information 


is more vital now than ever! 


Producers converting for defense or war production 
have an urgent need for up-to-the-minute information 


on equipment, parts, and materials. 


Producers continuing with their regular lines 
are and will increasingly be compelled to search for 
new sources of supply for equipment 


as well-as substitute parts and materials. 


Specifiers and buyers for larger, more active plants 
in both groups mentioned above 
will more thar. ever be checking current issues of 
Industrial Equipment News, industry’s original 
and most complete product information service. 


in search of their current product needs. 


You can spot up-to-the-minute news and information 
about the products in your line 
before this active specifier and buyer group 


at a cost of only $125 to $135 a month. 


Details? Write today for a copy of The [EN Plan. 


BRANCH OFFICES—BOSTON + CHICAGO + CLEVELAND + DETROIT + INDIANAPOLIS + LOS ANGELES + PHILADELPHIA + PITTSBURGH 
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What’ 
Billion- 
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- Your Share of This 
Dollar Purchase Order? 


In 1951 the American metalworking industries will buy over a billion 


dollars worth of equipment, materials, parts and accessories. 


MACHINERY can help you get your share of this tremendous “pur- 
chase order™ because MACHINERY guarantees coverage of the execu- 


tives who are going to make the buying decisions in 1951. 


This concentrated coverage of buying power is achieved by a combina- 
tion of paid circulation plus Directed Distribution. Under our Di- 
rected Distribution plan we conduct a continual countrywide census 
of key metalworking executives. Most of these men have long been 
subscribers to MACHINERY, but if we locate a man who is not 

and who is definitely known to have purchasing authority we send 
him a personal copy of MACHINERY every month. Approximately 
18% of MACHINERY’S total circulation is Directed in this manner, 
the balance being paid subscriptions. In order to insure the high qual- 
ity of our Directed Distribution, we require that every recipient re- 
quest continuance at six-month intervals — twice as often as the 
average paid subscriber renews his subscription. The fact that 95.8% 
of them do, is highly indicative of their opinion of MACHINERY’S 


usefulness. 


Get your share of metalworking’s billion-dollar purchase order by 
using MACHINERY to carry your message to the metalworking execu- 
tives who are actually going to do the buying in 1951. The Industrial 


Press, 148 Lafayette Street, New York 13, N. Y. 


@ Fa 


The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 
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business approximating 1949. This 
would be anywhere from 10 to 20 
behind 1950 volume 


the international situation 


depending on 


Reasons for dealer and wholesaler 
optimism, in the face of the antici- 
residential building cutback 
Regulation X, are 
(1) the type of home building that 


will bear the brunt of the cutback 


pated 


as a result of 


is large project building, much of 
which bypassed regular distribution 
channels. (2) The remodeling and 
repair market will be substantially 
larger than ‘in 1950, as contractors 
finish up the carry-over housing 
1950 this winter. (3) 


Most building materials promise to 


starts from 
be plentiful—including such recent- 
ly scarce ones as lumber, plywood, 
millwork, wallboard, gypsum board, 
cement. (4) 

will take up 


Industrial expansion 


residential building 
slack in many areas. (5) The out- 
look for a high level of farm build- 
ing and remodeling-repairs to exist- 


ing farm buildings is excellent 
Construction News Monthly 
@In the area of our coverage 


Oklahoma, 
Western Tennessee and 


Louisiana, Arkansas, 
Mississippi 
Eastern Missouri 1951 construction 
volume will increase considerably 
It should follow that sales of equip- 
nent and materials will hold up 
Such _ individual 
$35,000,000 Naval depot at Camden 
Al kansas 
engineering 
flood 
$65,000,000, an Oklahoma toll road of 
$31,000,000 


projects as the 


many millions at the air 
center in Tullahoma 
Tenn control of more than 
camp activations and 
similar items will certainly bring an 
increase. Continuing road programs 
n all the states and expanding edu- 
under an acute 


cational centers 


awareness of immediate need wil! 


also contribute 


Ceramics 


Ceramic Industry 
her 


® The ceramic field is already feel- 
ing the pressure of the armament 
the glass 


program. For instance, 


container field is operating more 


fully than it did during the war 
because of the added facilities built 
since the war 


The optical glass field is operating 
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full on optical instruments for mili- 
tary use. The flat glass industry is 
busy supplying plate and window 
glass for large construction such as 
office buildings, churches, schools, 
hospitals and factories. Of course, 
automobiles take much flat giass in 
their production 

If history repeats itself, the entire 
ceramic field will grow some 50°, 


over the prewar size 


Export 


American Exporter. 


® American exports in 1951 should 
be considerably ahead of 1950. With 
the dollar shortage rapidly passing, 
the export situation is brightening in 
most parts of the world 

Exports next year will be unpor- 
tant to the United States, since other 
ountries will not furnish us* with 


the raw materials we need unless 
they in turn receive from us items 


essential to them 
Finishing 
Products Finishing 


# A trend in the finishing industry is 
the continuing shift to mechanical 
finishing methods. Increased empha- 
sis will be placed on this type of fin- 
ishing because of the shrinking man- 
power pool, and such installations of 
equipment for this purpose will be 
made as long as suppliers can meet 
the demand for their products 

The employment of black finishes 
either as surface treatments prior to 
painting or as final coatings on mili- 
tary equipment will be expanded 
Certain oils, clear lacquers, or syn- 
thetic finishes may be used as finai 


coatings 








i PRODUCTS SECTION 


printed on special colored stock and) 


—___| bound into the April issue as ONE Unit? 


h 
SS Your product story in the big AMERICAN BUILDER 
The Directory fecve with = =f) Directory Issue can be your best salesman-in-print 
your-vound eales valve —on the job, all year-round—in 90,000 places at 
the same time. Catalog your entire line—show all your 
° ss S products. Tell a complete product story. This is a year- 
Reaches 90,000 building men round Buying Guide used by America’s top building men— 


at the peak of the buying season contractors, builders, dealers, jobbers. 


° Help them buy your product. Give them specifications 
All regular monthly features and data, diagrams and pictures showing the advantages 
end departments will be included : of your products. Make your ad a working ad. It’s im- 
a * . portant to be HERE when buyers are seeking information 
Regular advertising rates about your product. And, advertisers get star listings in 

apply for the Directory Issue eae: all 3 sections. 
Get the complete story from your nearest AMERICAN 

BUILDER representative. 


AMERICAN BUILDER 25 Cita Swes, New Yor. 7, N.Y. 
Brooks Bidg., Ann Arbor, Mich. * 2909 Maple Ave., Dalles 4, Texas * 514 Terminal Sales Bidg., Portland, Ore. 
Terminal Tower, Cleveland ° 815 W. Fifth St., Los Angeles 13, Col. 


A SIMMONS-BOARDMAN PUBLICATION 








If you’re selling to the manufacturing industries . . 


SELLTHESE MEN AND 


ae 
5s zz 


THE PLANT OPERATING GROUP | 


| 


PRODUCTION CONTROL 
SUPERINTENDENT 


MAINTENANCE 
SUPERINTENDENT 


— 
>—_——— 


' a \\ 
™ = ee 








YOU'VE SOLD YOUR PRODUCT 


it is the combination of publications you select, 


each doing a specific job, which determines 


the effectiveness of your overall business paper schedule 


Wren you hire a salesman, you want him to do some very specific 
job. You want him to sell a specific product or line, in a definitely 
defined territory. 


When you “hire” a business publication, you also want a specific 
job done. FACTORY concentrates all its editorial and circulation 
operations on doing one job better—the job of serving the Plant 
Operating Group in the manufacturing industries. 


VICE PRESIDENT The Plant Operating Group is numerically the largest group of 
in charge of OPERATIONS , management men in industry. And it’s the toughest group for most 
, industrial salesmen to see and sell. That’s why this group deserves 

the best advertising support you can give your sales organization. 


American manufacturers recognize the importance of the Plant 

Operating Group and FACTORY’s overwhelming leadership in 

reaching this group. How do we know? Industrial advertisers spend 

more of their money advertising in FACTORY than in any other 

CHIEF ENGINEER monthly business magazine. And FACTORY carries substantially 
more pages of advertising than any other magazine in its field. 





Agencies plan to help 


buyers make more with less 


® THE TREND is to more repeat ads 
and themes that tell the customer 
how to make the most with the least, 
a survey of 35 leading industrial ad- 
vertising agencies shows 

The survey, conducted annually by 
INDUSTRIAL MARKETING, uncovered 
agency plans and forecasts for 1951 
Many of the forecasts appeared in 
the January issue. The remaindet 


are published here 


Charles L. Rumrill & Co., Inc. 


® Most industrials on our tist are 
planning strong promotions in 1951 
In about half the cases, appropria- 
tions have been upped some. The rest 
are standing pat 

Media is getting more scrutiny be- 
cause of increased space rates. In 


many cases, “number two” papers 
will be dropped c ompletely or at least 
nsertions will be reduced. If there 
ever was a time when media should 
have its facts in order, it is now. Lack 
of adequate comparative data has 
hurt some 

We will start out with selling copy 
prepared to make a quick switch to 
maintenance theme if shortages be- 
come critical H. R. HANSON, Vice 


president 


R. E. Lovekin Corp. 
® Appropriation expenditures for 
1951 will be a little more than in 
1950. Widespread rate increases will 
cost clients more to do the same 
amount of advertising as done in 
1950. Many clients, in spite of being 
very busy on so-called defense busi- 
ness, have also been very busy on 
their regular line or new lines of 
Many will 


products continue to 
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Keep their name and products before 
the ever changing group of prospec- 
tive buyers and users to insure 
against loss of identity, good-will and 
competitive position 

There 
thinking along these lines than ever 


seems to be more sane 


before. There is a new brand of 
thinking upon the part of practically 
all of our clients, in relation to the 
value of advertising in our present 
defense or preparedness economy 
Industrial advertisers are comin) to 
a much greater realization of ‘the 
necessity for, and the value of ad- 


vertising RAY LOVEKIN, president 


Keelor & Stites Co. 
® Shortage of certain critical materi- 
als and a shift of more production to 
war purposes will mean less aggres- 
sive sales copy and more emphasis 
on service, how to prolong life of 
products conserve manpower, etc 
The return of the seller’s market 
in many industries will again invite 
laxness in selling and advertising 
Indications are that expenditures for 
industrial advertising will increase 
The major part of the advertising 
expenditures will be to protect and 
expand present markets and to tap 
new markets. Shifts in personnel 
because of military demands, caus 
ing mailing lists to become rapidly 
obsolete, should cause more funds to 
be diverted to publication advertis- 


ing SELLS STITES 


Cramer-Krasselt Co. 

8 Cramer-Krasselt clients, with no 
exception, will either maintain or ex- 
pand advertising schedules for 1951 


Due to increases in advertising rates, 


Agency forecast (2) 





this means greater expenditures 
even where there is no increase in 
schedules. We have always believed 
in “selling type” copy and will con- 
tinue to use it. There will be some 
new products but the bulk of the 
advertising will be on established 
products 

In a few cases new markets will be 
exploited. We are not advocating 
expanded use of institutional copy 
but we shall stress, with increased 
emphasis, performance data copy de- 
signed to show how the products of 
our clients can be used to reduce 
man-hour requirements and mecrease 
productive efficiency at lower cost. . 


WALTER SEILER, president 


O. S. Tyson & Co.., Inc. 
® Since making more and better pro- 
duction tools is the first step of any 
military build-up, industrial markets 
are starting a rapid expansion. For 
most of our clients, this will require 
a corresponding expansion of sales 
and advertising efforts 

More people need more informa- 
tion about more products in order 
to broaden the field of usefulness of 
industrial products and assure full 
production. Consequently, the ad- 
vertiser now reaps a greatet reward 
for broadcasting product information 
to the right people 

For 1951, there will be more dol- 
lars for the same or slightly more 
and a long. shrewd look at 
FAY KEYLER, 


space 
the media schedule 


president 


Vansant, Dugdale & Co.., Inc. 
s A war economy cold, warm or 


hot does not change the need for 








for low-cost, effective coverage 
of America’s Fastest-Growing 


~FLFGTRIC LIGHT AND POWER 


YOUR AD-DOLLAR BUYS THIS TOP-DRAWER READERSHIP 


General Executives 3472 Commercial Executives 


Engineering Executives and Suparveen — 


and Ungaeen — Consulting, Contracting & 


System Operating Construction Engineering 
Executives 4448 Companies 292 


plus other classifications 


14,337 
TOTAL CIRCULATION BLANKETS THE FIELD 








MOST AUTHORITIES predict that the Electric Light and Power In- 
dustry (Business Managed Power Companies, REA Co-ops, Municipals, 
Federal Power! Authorities, and affiliated organizations) will again triple 
its size by 1965. 


HERE'S HOW ELECTRIC LIGHT AND POWER covers the men in 
this booming business who can say “Yes!” to your sales story: A) Surveys 
show that E-L-P reaches 90°.-plus of the Electric Power men who make or 
influence buying decisions; B) 92% of primary readership has been re- 
ceiving E-L-P, by request, for more than 1 year; C) An average of 4.8 
secondary readers per copy receive E-L-P via routing lists; D) Only 44% of 
E-L-P’s primary readership also subscribe to the other leading utility 


publication 


ELECTRIC LIGHT AND POWER READERS BUY: 


Generating, Transmission, Distribution and Metering Equipment . . 
Street Lighting Equipment . . Construction and Maintenance Equip 
ment .. Building Materials . . Operating Supplies . . and strongly in- 





fluence industrial and institutional purchases of Utilization Equipment. 





1F YOU cell anything that touches this rich market, get full facts now .. . call or write 


ELECTRIC LIGHT AND POWER 

J AL HL 

22 E. HURON ST., CHICAGO 11, ILLINOIS ba) 
CLEVELAND * NEW YORK © SAN FRANCISCO 


LOS ANGELES * SEATTLE * DALLAS 
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and the techniques of industrial ad- 
vertising. Even though a material 
or machine may not be available for 
immediate sale, it is important that 
the industrial advertiser still tells his 
users and potential users about more 


and better ways to use the adver- 


tised product. This is the way to own 


customers train them to realize 
your indispensability 
materials and 


In wartime, new 


products are developed. new tech- 
niques flower, new uses for old prod- 
ucts come to light. Therefore indus- 
trial advertising becomes more tii- 
portant than ever .. WILPUR VANSANT 


president 


Edward W. Robotham & Co. 
® The 


we serve 


type of industrial businesses 
in this New England terri- 
tory will be either maintaining o: 
considerably exceeding current pro 
duction and sales volumes, whethe: 
on defense orders or normal produc - 
tion. In practically all cases, adver- 
tising space schedules either remain 
the same or are to be increased 


1951 


Cases 


moderately for 
schedules 


othe 


In a few space 


will be reduced in favor of 


needed materials, such as catalogs 


PDWARD W. ROBOTHAM 


Watts, Payne—Advertising, Inc. 


® Budget increases are indicated for 


our industrial accounts which m the 


majority are manufacturers of 
equipment used by the petroleu m in- 
Schedules in dominant pub- 
will be 


dustry 


lications larger, in the face 


of increased rates Fewer books per 
Direct mail, 
will be produced 


will m all 


media, become more technical 


schedule are indicated 


of factual nature 


on more items. Copy 

Rising cost of media and produc- 
tion will be offset, to some degree, 
by producing ads that can be used 
in books covering several divisions 
of the that will 
bear PAYNE, 


industry and ads 


repetition OSCAR E 


secretary and treasurer 


Gibbons Advertising Agency, Inc. 
® We see no great change in the in- 
dustrial advertising outlook among 
our clients for 1951 
tions of an increasing sellers’ market, 


Despite indica- 


competition is just as keen 
Appropriations will equal or ex- 
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Which ad 


got the highest 


Below is 
the answer 
to the problem 


on page 42 


Starch score? 


The ad for Goodrich conveyor belts pulled highest among readers at the glance level. while 
the industrial tire ad pulled the highest number of thorough readers. The scores: 


Goodrich research 


Seen 


Noted Assoc. 


Goodrich tires 


Seen 
Assoc. 


Read 
Most 


Read 


Most Noted 














® PAGE traditionally 


sure-fire layout and the accumulated 


ONE position, a 
power of a 20-year institutional cam- 


paign of similar ads preceding the 
“hot roasted sand” ad helped it pull 
the highest “noted” score for B. F 
Goodrich. Of these three ‘actors, the 
layout and length of the successful 
campaign were no doubt even more 


important than position 





The fact that the industrial tire ad 
pulled more readers who read more 
than half the copy means that both 
ads actually The 
tire ad did the best selling job among 
Factory readers specifically interest- 


The 


other ad, appealing to the general in- 


were “winners.” 


ed in buying industrial tires 
terest of all business men, did an in- 


stitutional and selling job 


ceed 1950. Where increases in costs 
of space and production present a 
problem, there is a growing policy 
to repeat ads and eliminate second- 
ary media. However, many clients 
have increased their 195] budget 
some in excess of increased rate and 
production costs 

In many cases, budgets have been 
increased to take care of new cata- 
logs, literature on new products, di- 
rect mail campaigns, etc J. BURR 
GIBBONS, president 


Ervin R. Abramson, Advertising 
® Present indications among our in- 
dustrial advertisers point to a gen- 
eral increase all along the line. Part 
of the increase is due to increased 
space and production costs, but in 
many instances more substantial 
budgets have been approved 

There will be a continued emphasis 


on selling products, at least during 
1951, 


watchful eye on production capacity 


the early months of with a 
as it relates to availability of raw 
materials. In some instances in- 
creased production capacity, and a 
broader line of products necessitates 
increased advertising and promotion. 

Media employed will be substan- 
tially the same unless a full war 
economy intervenes. We are recom- 
mending a full scale sales ojjensive 

We feel that a product is never 
oversold even though production ca- 


pacity may be. . ERVIN R. ABRAMSON 


Walsh Advertising Co., Ltd. 

s We expect that the majority of our 
clients using space in the industrial 
press will maintain the amount of 
space used in 1950, and in some in- 
stances being pro- 
jected. Increased space rates, found 


increases are 


ntinued on page 142 





.. it’s diving geo 


for underse@ operations 





As the diver's outfit is designed for special-purpose coverage, 
CHEMICAL INDUSTRIES WEEK is likewise custom-made... 
for industrial marketers who recognize chemical businessmen as 
a vital force in the purchase of their products. And the publica- 
tion’s power to attract the executive audience has been effectively 
demonstrated ... by its rapid circulation increase among company 
officials; executives in administrative management, finance, sales 
and purchasing; department heads in research, development, 
packaging and distribution 


CI WEEK'’s subscriber ranks have expanded at the rate of 500 
new readers a month, a 23 per cent gain since McGraw-Hill 
acquired the magazine last August. On January 20th, issue date 
of the first weekly, total net paid had climbed to 13,500. But even 
more significant to advertisers...the new circulation is among 
functions and titles with proven buying and specifying influence 
for industrial goods and services 


By concentrating its major circulation effort on management 
groups, CHEMICAL INDUSTRIES WEEK offers increasing op- 
portunities for alert advertisers to gain and hold product prefer- 
ences in the chemical process market. CHEMICAL INDUSTRIES 
WEEK will continue to develop this specialized service to 
provide custom coverage of the chemical businessmen whose 
approval is so essential in selling America’s No. 1 industry 


A McGRAW-HILL PUBLICATION + ABC + ABP 
330 WEST 42nd STREET, NEW YORK 18, WN. Y. 
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editorially 


Plenty of selling ahead 


s There has been so much talk of military demands 
and shortages of materials and manpower that 
many sales and advertising executives may have 
got the idea that 1951 is to be a year when business 
will automatically be too good for most companies 
to handle 

It is true that steel mills are having no trouble 
disposing of their tonnages, and that sales man- 
agers in this field are again being wooed by pur- 
chasing agents as in the days of World War II. It 
is also true that many other critical items are in 
short supply. But does that mean that for business 
as a whole, and particularly that part of it con- 
cerned with sales to industry, selling and promo- 
tion effort can be dismissed as relatively unim- 
portant? 

Actually, there will be a competitive market in 
many fields, and the choice of the product and the 
supplier will still have to be made. While salesmen 
will again be service men to their customers, as in 
other periods of emergency, it will still be neces- 
sary for most companies to promote, to advertise 
and to sell, if they expect to keep their volume. up 
to the point which is necessary for the good of the 
business and the economy as a whole 

Another factor which is becoming better under- 
stood is that even though the United States has em- 
barked on an all-out program of rearmament, the 
shooting war is thus far confined to Korea. We are 
going to build a lot of planes and tanks, but after 
our requirements are met, as defined by our com- 
mitments at home and abroad, we may have no 
immediate use for the equipment and munitions 
Russia, many believe, is playing a waiting game 
and because of the atom bomb and other factors, 
will probably not move in Europe or elsewhere, 
except through her satellites, in the immediate 
future 

This means, of course, that there will be plenty 
of room for the civilian economy to move ahead, 
along with the military program. Housing will be 
held back somewhat by credit restrictions and 
slightly by materials shortages, but home build- 
ers expect that 850,000 new houses will be built 
this year. The automobile makers expect to pro- 
duce 75% of their record breaking output of 1950 


Home appliances and housewares manufacturers 
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speaking 


have recently had big shows, and have booked a 
lot of orders from dealers, which they expect to 
execute 

Consequently there will be a lot of business of 
the normal kind, along with the increasing produc- 
tion of implements for war. Thus plenty of com- 
petitive selling, on both fronts, will be called for. 
Certainly, under those conditions, this is no time 
to let down our efforts in promotion, advertising 


and selling 


Advertisers are business men 


® We hear a great deal of conversation these days 
about selling advertising to business management 
In fact, we've discussed the subject ourselves from 
time to time 

But now and then someone brings us up short by 
asking the simple question, “Are advertising man- 
agers business men? Are they a part of manage- 
ment?” and the answer, of course, has to be a re- 
sounding “Yes.” 

We can be frank and acmit that publishers and 
advertising agencies are in the advertising busi- 
ness, and it is their business to promote advertising 
Advertising managers like to have substantial ap- 
propriations with which to carry out their pro- 
grams, and an increased appropriation indicates a 
bigger and more successful job to be done 

But the successful advertising manager looks 
at advertising as a tool of management as a 
means to an end, which is the promotion of the 
business. His task is not to promote advertising as 
such, but to relate it to the over-all objectives of 
the company in such a way that it will be an im- 
portant, integral and indispensible part of the ef- 
forts of the whole team 

Why should management, meaning the policy 
makers of the business, need to be “sold” on ad- 
vertising? Modern business recognizes the im- 
portance of its function, and the part that it plays 
in creating demand, sustaining the sales organiza- 
tion, and increasing both volume of business and 
company position in its markets. Management 
which refuses to utilize this low-cost method of 
promoting acceptance of products and prestige of 
company usually finds that policies in this respect 
have to be altered to meet the increasing pressure 


of competition. 








LEADERSHIP WHERE IT COUNTS |e ..FOR YOU! 


TEXTILE INDUSTRIES’ 
larger U. S. mill circulation 


means better results 
for advertisers [ :wsrmruz-~« 


In New England TEXTILE INDUSTRIES 
has 4,127 subscribers; 9,909 in the South—a 
combination of 14,036 which tops all other 


...more than 85‘ ; of TEXTILE INDUSTRIES’ national textile publications in these mar- 
kets. Mills of these two areas operate 94% 


big net paid goes to men actually in the mills — of the nation’s spindles, 86% of the looms 
} . : and account for the vast bulk of a)' U. 8. 
men with direct production and mill management textile mill purchaves. 
responsibilities. In the reader classifications 
making up this most sales-productive group, 


TEXTILE INDUSTRIES leads all other textile 








journals in total circulation. 





1. . LEADS wm prererence amonc 
MILL EXECUTIVES 





Survey was made in late 1949 to 
1. . LEADS im coverace oF mut BUYING UNITS determine what publications were of 
most value in providing information 
Aware that paid circulation alone—no matter how helpful to mill operations. T. I. 
dominant in its field—does not provide actual 100% ranked first with total greater than 
coverage of all buying influences, TEXTILE IN- next two publications combined. Full 
DUSTRIES supplements its big net paid with details will be given on request. 
Analyzed Directed Distribution. This is the only 
plan which can—and does— give advertisers max- 
imum coverage of the textile market's full buying 
power 








Textile Industries 


806 Peachtree Street, N. E., Atlanta 5, Ge. 


February 1951 | 59 





Pick Your Sales Target For 1960 


-Plan now to keep your sales in step 
with Metalworkings growth 
through the 50s / 








Metalworking is on its way to becoming 50% bigger 
by 1960! 


This tremendous growth on top of today's record- 
breaking volume may sound fantastic, yet all 
indications point to it. 


Conservative estimates show that Metalworking will 
offer a 120 billion dollar market by then! That's 
forty billion dollars over the industry's current 
volume -- an estimated increase which is just as 

great as the growth in Metalworking volume through 


- 


the Forties! 





No wonder sales and advertising executives are 
talking about this decade of opportunity in Metal- 
working! Prompted by a promising report in the 
January 1 issue of STEEL, they are starting to 

raise their sights to the $120 billion target ahead. 


Now is the time to find out where you stand in this 
rapidly expanding market .. . to pick your own 
sales target for 1960. 


There's a chart on page 89 of STEEL's special report 
that will be of great help if you want to stay in 
step for the next ten years. Prepared by the editors 
of STEEL, it enables you to plot the course your 
sales volume should take through the Fifties 

and help you plan for it now. 


Based on facts and figures gathered’ by STEEL's 
editors, this report is mst reading for all exec- 
utives concerned with the future of their company. 
You should have your own copy. You'll find it 
inspiring. 


Write for a reprint containing the chart 


to STEEL, Research Department, Penton 
Building, Cleveland 13, Ohio. 


STEEL 
THE PENTON PUBLISHING COMPANY 


CLEVELAND 13, OHIO 


A PENTON PUBLICATION 
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sales promotion | ideas 


comment on catalogs booklets direct mail 


exhibits motion pictures slide films / sales helps 





a 





Car telephones. . 
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How fo use N.E.D to do 
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New Ideas .. 





William D. Crelley 
Sidney D 


Mahan 
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How business papers 


compare in space volume 


®@ TEN BUSINESS PAPERS carrying the 
most pages of advertising in 1949 
continued to lead the field in the 
same relative positions in 1950, an 
annual tabulation by INDUSTRIAL 
MARKETING shows 

Oil & Gas Journal landed in first 
place for the second consecutive 
year, despite a slight drop to 6,432 
pages from 6,563 pages in 1949. Iron 
Age remained in second place with 
5,723 pages, as compared with 6,252 
in 1949 

The most notable change during 
1950 was made by Electronics, which 
moved up from 18th to llth place 
with a gain of 249 pages in 1950 over 
1949 

Factory moved up from 13th to 
12th place, despite a loss of 17 pages 
in 50 as compared with °49, and Rail- 
way Age dropped from 11th to 13th 
place, sustaining a loss of 223 pages 
in 50 compared with "49 

World Oil, in 14th place in ‘49, 
dropped to 19th while Textile World 
moved up from 16th place to take the 
14th position. Machine & Tool Blue 
Book gave way in 15th place to Power 
which in "49 was 19th 

As shown in the January issue, in- 
dustrial papers as a whole had a de- 


cline of 1.3°,, or 2,555 pages in 1950 





pages 
1950 )=—: 1949 
Oil 6 Gas Journal 64 65€ 
. Iron Age 
. Steel 
. American Machinist 
Engineering News-Record 
Electrical World 
. Chemical Engineering 
. Machinery 
. Product Engineering 
. Modern Machine Shop 
. Electronics 
. Factory Management 6 

Maintenance 
. Railway Age 
. Textile World 
. Power 

Purchasing 


en ouveaewn = 


nv -o @& 


Machine & Tool Blue Book 


. Mill & Factory 

. World Oil 

. Machine Design 

. Architectural Record 

. Foundry 

. Petroleum Engineer 

. Commercial Car Journal 
. Automotive Industries 
. Magazine of Building 
. American Builder 

. Bakers’ Helper 

. Southern Lumberman 
. Textile Industries 

. Petroleum Refiner 

. Wood Working Digest 
. Chemical Engineering 


. Coal Age 

. National Provisioner 
. Construction Digest 

. Paper Trade Journal 
. Heating. Piping & Air 


Conditioning 


. Aviation Week 

. Modern Packaging 

. American City 

. Design News 

. Food Industries 

. Chemical Processing 
. Pit & Quarry 

. Modern Plastics 

. Telephony 

. Traffic World 

. Chemical Industries 
. Electrical Construction 


& Maintenance 


. National Petroleum News 
. Paper Mill News 
. Engineering & Mining 


Journal 


. Practical Builder 
. Bus Transportation 
. Construction Methods 


& Equipment 


. Rock Products 
. Industrial & Engineering 


Chemistry 


. Fleet Owner 

. Materials & Methods 
. Lumberman 

. Drug & Cosmetic 


Industry 


. Interiors 
. Railway Purchases & 


Stores 


. Metal Progress 








Just as the goose quill was outmoded by modern business ma- F : 
chines, new sales techniques in the office equipment field have Office Equipment Advertisers 
replaced those of a half-century ago. In Business Week 1950 


In common with the leaders in all industries today, the makers of 10 Years or More 


office equipment are firm believers in advertising to management Addressograph -Multigrs 
men—the executives who make or influence buying decisions. Many acne Cochend ~— i 

of these companies concentrate a large share of their advertising A. B. Dick Co 

it ! 

i a * dak Co 
REASON: Business Week's audience is a highly concentrated group oe ee . 
of management men. Almost every Business Week reader is a pros- Friden Calevlat re Machine Co. 
pect... giving you and every advertiser to business and industry a a anie »ce 

minimum of waste circulation. Harter Corp. 


in Business Week. 


- Internatic Business Mach 
RESULT: For each of the past 12 consecutive years Business Week Lyon Metal Products, Inc 
has carried more pages of office equipment advertising — more to- nema te oo i Machine Co 
: Monroe Calculating Machine Co 
tal pages of business goods and services advertising — than any Moore Push Pin Co 
other general business or news magazine. pnat Cash Register Co 
1-Borg Corp 
Remington 
Royal Typewriter 
Soundscrit 
The Todd Ce 
Underwood Corp 
YOU ADVERTISE IN BUSINESS WEEK WHEN Webster Electric Co 


Publishe 


YOU WANT TO INFLUENCE MANAGEMENT-MEN iniidk die guanidnkchie 





; 
| Jazaar 
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p Jus NEW brochure by Lucian Bernhard himself is just off the press and 


available on request. Here the famous type designer demonstrates 
by widely varied examples how these Bernhard faces express 
elegance, quality and luxury. Write tor your copy today. 
aue 
. _ _ —_—— —_——— — a a 
AMERICAN TYPE FOUNDERS - ELIZABETH B,N. J. 


Branches m principal erties 














data _ SELL 
INDUSTRY 
THRU... 


on | media 


NY 


The following changes in busi paper 
specifications have been announced since 
the Market Data Book number of Industrial 
Marketing went to press. 








American Funeral Director 


Building Supply News 


PRODUCES AT LOWEST COST PER M! 


IT’S A FACT! INDUSTRIAL MAINTENANCE out-performs other media 
Casket & Sunnyside in its field because |.M. out-distances its competition on the elements 
N now effe that count most. For example—I.M. DELIVERS 80,000 COPIES 
MONTHLY! This is the largest industrial circulation in America. |.M. 
BLANKETS 50,226 PLANTS! These plants, in more than 22 classifica- 
tions, account for *he lion’s share of America’s industrial production! 
And LM. has over 240,000 readers! These figures are significant. 
They point the way to an advertising value that simply can’t be beat. 
if you sell to industry—tell your story 
re in IM... . AT THE LOWEST 
ese gemma COST PER THOUSAND IN THE FIELD. 


THE LIFE oF INDUSTRY 


MEMBER OF EEA 


INDUSTRIAL MAINTENANCE 


3623-27 Filbert St., Philadelphia 4, Penna 


National Jeweler (NJ) 








For new information on 


85 INDUSTRIAL AND BUSINESS MARKETS 


and detailed media presentations of over 


Seectest Beiter 200 PUBLICATIONS 
see your copy of the new 1951 edition, 


MARKET DATA NUMBER 
INDUSTRIAL MARKETING 
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Industrial mark 


this new booklet 


can help you 


*Increase the effectiveness 
of today’s sales effort 


* Formulate the right sales policies 
for tomorrow’s buying habits 


Howard T. Lewis has been Professor of Marketing at 
the Harvard Business School since 1927. One of the 
country’s leading authorities on purchasing, he was 
awarded the Shipman medal in 1940 by the National 
Association of Purchasing Agents. He is the author of 
numerous books and articles. 

‘Industrial Procurement and Marketing” appeared 
originally in the Harvard Business Review. Addressed 
to “all executives interested in industrial selling and, 
in particular, to the industrial marketing director”. 
the article is so significant and timely that Purchasing 
Mavazine has obtaine d permission to give it wide r dis- 


tribution in booklet form. 


Current Trends in Purchasing 


What are the outstanding trends in the development 
of industrial purchasing practice? W hat is the signifi- 
cance of these trends for the industrial marketing 
director? You will find the author's analysis extremely 
helpful not only in increasing the immediate effective- 
ness of your sales effort but in formulating distribution 
and sales polic ies which will correctly antic ipate future 


changes in the buving habits of industrial customers. 


Procurement for Profit 


If this booklet does no more, however, than suggest a 
way in which your company can make wider (and more 
profitable use of the procurement function, it will be 
well worth the few moments it takes to fill in the cou- 


pon, attach it to your business letterhead, and mail. 


Ask for Extra Copies for other policy-mokers in your company 
The President, Vice-President, and Sales Manager will welcome the 


opportunity to read ‘ Industrial Procurement and Marketing 


66 | Industrial Marketing 


INDUSTRIAL 
PROCUREMENT 
AND 
MARKETING 


by Howard 1. Ly wis 
Profemor of Marketing 
Harvard Graduate % hool 


of Business Admunistration 


Reprinted from Septémber, 1950 
HARVARD BUSINEss REVIEW 
by Pure hasing Magazine 


PURCHASING 


A Conover-Mast Publication 


ATTACH THIS COUPON TO YOUR BUSINESS LETTERHEAD 








Purchasing Magazine 
205 East 42nd St., New York 17, N. Y. 


Please send me copies of the FREE booklet 


Industrial Procurement and Marketing” by Howord T. Lewis 











Balloons, bromides, boomerangs |_ rot Full Value. 


.. Art-copy teamwork that failed 


© WE VE JUST FINISHED a page-by- 
page tour of the 29th Art Directors 
Annual. What a show! 

We're all steamed up 

How come? “What's art got to do 
with better copywriting?” you're 
asking 

More than most of us think. Be- 
cause most of us, unhappily, don’t 
think in terms of completed adver- 
tisments as we're scratching away 
on our copy paper 

Not that your Copy Chasers have 
the faintest desire t make writers 
into layout men. Perish the thought! 
The surest way to make an art di- 
rector leave this business for good is 
to walk into his office with your 
copy..and your own pet layout 
creation. 

What we mean is this 

Think in terms of the completed 
ad. Some writers can do this without 


Others 


may need a rough tissue of their own 


even squinting their eyes 
making, but only for their own use 
Tear it up before you talk things 
over with your art man 

Not that the art director should 
dominate the writer either. We know 
of one classic case where that actual- 
ly happens. The art chief tells the 
writer precisely how many charac- 
ters of copy he wants. Characters, 
mind you, not words. But that’s an 
exception, and thank your stars it is 

Then we know of another extreme 
where the account executive, in a 
client meeting on a new campaign, 


covered his desk with a vast assort- 
ment of tear sheets. “Look them 
over, H. B.,” he said. “Tell us what 
kind of a campaign you want and 
we'll pick it up from there. We can 
give you anything.” 

After all, it’s not so many years 
ago when a type widow was consid- 
ered a writer's relation not fit to be 
seen in public. “Gimme five words 
or cut two,” the printer would say 
because he was brought up to have 
-verything nice and neat and pretty. 
And so long as he was in the driv- 
er’s seat, type layout would be per- 
fect... but mighty monotonous. 

We're arguing for a blending of art 
and copy talent like the gin and ver- 
mouth in a perfect Martini. When 
this happens, the result is sensation- 
al. It’s advertising as it should be, as 
near to an art as it will ever be 

Sometimes words may seem to be 
subordinate to art when they really 
aren’t. Take some of the Lifesaver 
ads. Don’t be misled. Just because 
there are so few words this doesn’t 
mean copy is less important. Quite 
the contrary, that’s the very thing 
that makes the copy more important. 
(And also a devil of a lot more diffi- 
cult to write.) 

Another perfect example in the 
same league, the prize-winning 
Ladies Home Journal campaign, 
“Never underestimate...” That’s 
sheer copy genius. 

Still another . . Four Roses. 

Now, jumping to the other ex- 


4 = 
anim feature 








a 


GOOD BARRELS 
ARE WORTH mone 


wont tant cuawens 
—~ oF 








treme, where the greater emphasis 
seems to be on copy . . take those ap- 
petite-arousing color spreads Heinz 
runs in the women’s books. Loaded 
down with copy, but beautifully 
tuned to art and layout. 

John Hancock Insurance is an- 
other swell example. 

Much of Columbia Broadcasting’s 
promotion .. ditto. 

And certainly Cluett-Peabody’s 
trade ads on Sanforizing. 

So it goes.. 

The big point..the never-to-be- 
forgotten point..is that when copy 
is properly integrated with art and 
layout (all other things being equal) 
you end up with a whale of a lot bet- 
ter advertisement. Good art won't 
redeem a piece of poor copy, any 
more than good copy can fight its 
way to a reader through miserable 
art and layout. You need both. 

Want to snoop around some trade 
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and industrial advertising and se« 


what we can see? Okay, let's go! 
Good Whiskey - « deserves a good 
barrel. Or is it the other way 
around? 

Anyway, here's a two-color pag¢ 
for the Louisville Cooperage Co. and 
even before you read the copy, the 


‘Keep out!” This 


normal reader would 


art and layout say 
being so, the 


pass right on. Certainly the headline 


7 ni } 
Get full alué good barreis 


worth more wouldn't delay 

very long. If he did, despite all neg 
tive factors, get into the text (as we 
have to), he'd find it a pretty all 


right piece of short. sweet 


copy 
and sensible. But, alas, how many 
readers would get that tar? 
Probably the greatest reading pr« 
ventive ever devised by an adver- 
and certainiy the mos 
cluttered, 
crowded layout. Here are two excel- 
Tools 
Corp’ 


tising man 
common, is the clumsy 
lent examples Snap-on 
Corp. and Wix Accessories 
(that’s their abbreviation) 

The former has a fairly large illus- 
tration of two men talking to each 
other on the telephone, a tool box, a 
big trade-mark, a gift certificate, a 
panel, four different tools or tool sets 
a logo and a Christmas tree..all in 
one 7x10” page. The rest of the 
space (what there is) is filled with 
subheads, 


headlines captions 


Thanks, boss for the Snap-ons!” is 


und the basic icea of 








oe 
Sees = 
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the ad makes a lot of sense (giv 
Snap-on tools to your mechanics f 
Christmas). Too bad it’s buried in 
a too busy and confusing layout 
Wix suffers the same malady. In- 


both ads are in color and 


cidentally, 
here's a paradoxical situation where 
color instead of improving them ac- 
tually adds to the confusion 

The lesson appears to be that if 
you must have a lot of elements in 
your ads, please give the poor read- 
er a break and ke 
The human eye can’t live with to 


much visual commotion 


~p them orderly 


DLO tir Accessories - ----Your Biggest 


- beat 


SOLO Beb Pins | SOLO cu 


mee 
Sinan iecietmentiaesttidiaand 
ee ee 
me ee 
et ee 
Mee ee meee 
a ee 
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Wix and Snap-on, it seems to us, 
didn’t need all the 
used in their ads, but here's a case 


elements they 


from the drug field where the ad- 
vertiser may be justified. Solo Prod- 
ucts Corp. has a lot of merchandise 
to show druggists. Right off 1 used 
a spread 

Next, 
a great boon to the copywriter in 
The rest is a straight- 


it used a balanced layout 


such a spot 
forward merchandise presentation, 
and that’s the way the copy talks, 
“Solo Hair Your big- 


gest profit makers!” As a buckeye 


Accessories 


——- 
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Your No. 1 Spanish 


business magazine 


to sell 
Latin-American 
Industry +d bs & een 


This year it is all important for Latin America to step 
up its production of raw materials and boost its own 
factory output of the essentials of daily life .... And 
management men south of the Rio Grande — the Latin- 
American Industrial buyers with their ample supply of 
dollars will turn to INGENIERIA INTERNACIONAIT 
INDUSTRIA for their technical industrial machinery, 


equipment and supplies “know-how”. 


During the past 31 years INDUSTRIA has come to be 
considered the No. 1 Spanish-language magazine cover- 
ing Latin-America’s heavy industry field. Its editors 
have won the confidence of Latin-America’s industrial 
production leaders because INDI STRIA is first with 
the news in the technical field . . . . Most practical in 
its interpretation of what the new machines can do to 
speed output and make scarce labor stretch farther. 


Get your share of the big Latin-American industrial 

market by selling the right people through their No. 1 

Spanish ABC business magazine. Phone or write your 

nearest McGraw-Hill International representative for 

information on INDUSTRIA or write McGraw-Hill Established 1919 
International Corporation, 330 W. 42nd St.. New York 

18... More Than 15,000 
> . Copies Monthly 


or ree nee ae ee 


© In Export, McGraw-Hill International Publications Give You . . . 


© ABC Audited Circulation .. . © A Perfect Climate for Selling . . . 


you know who is reading your sales audits of paid subscriptions and re 
message and where they are located in newals show vitality and interest of 


your export market. readers 


Do you know about OBS?—-OBs stands for OVERSEAS BUSINESS SERVICES 
a new unit of McGraw-Hill International, now available to serve U. S. business 
in overseas problems. A network of specialized representatives in many 
countries, can provide on-the-spot data and otherwise assist individual firms 
on any phase of foreign trade. Write us for brochure with details. At the same 
time, request us to put you on the list to receive free, monthly, the McGraw- 
Hill International TRADER, a bulletin interpreting significant news and trends 
in world trade 


® Experience in World Business . . . 
counselling, research, translations, 
merchandising are available to all 


manufacturers. 


eau 
McGRAW HILL Summ 
EET 
Oe 


World-Wide Headquarters 
for Business Information 


~ McGRAW-HILL "S222" 


BRANCH OFFICES— Atlanta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Louis, 
San Francisco, Washington, Buenos Aires, London, Rio de Janeiro, Mexico City, Frankfurt, Paris, Bombay, Manila, Tokyo 
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Basi 


the buckeye approach i 


does its job 


copy 
orn in this high pres 
same maelstrom of a mar- 
In jams too mut h 
a standard color page but 
is alert enough to get the 
I good-sized type 


t can be spotted 


Four mors like that Sell! Sell! 
Sell' Right up in the front row. A 


good idea that a lot of people can use 


Heavy Hand. «Stil! picking on the 
obviously bad examples, but with no 
individual malice aforethought. It's 
just that such examples make the 
point even better 

To wit a black-and-white page 
for Jones & Laughlin Steel Corp 
Tough machining problems solved 
with J&L cold-finished Jalcase 10 
Well 
aisle but if it was tucked up right 
] 


good solid 


that may not drop you in the 
close to some evidence 

Instead 
J&L 


white on black panel eating up 


J&L could get away with it 
what do we find? A great big 
Steel” 
the precious top right corner of the 
page ..a flock of gears, pinions and 


the like..line drawing of a man 
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holding a widget..a balloon with a 
High Mechanical and Ma- 
chinability Properties Save Time 
ind Money .. Produce Better Parts 
Also .. reproduction of a booklet 
coupon and signature 


breathe. If it 


i steel bar 
The copy just can't 


could, well try these paragraphs 


Why couldn't the ad have started 
with this last Why 
lifted 
right out of this last paragraph? Why 


paragraph? 
couldn't the headline been 
do we need all the gears and junk? 
Why couldn’t we have a nice juicy 
headline, well displayed, “How to 
dispense with Heat-Treating.” Then, 
a quick subhead that explained in 
precisely what situation. Then, some 
booklet 
parked next to the coupon at base 
of ad 


Another art-layout problem that 


really specific, factual text 


and there you are 


makes life tough for the copyman is 
the matter of silhouette halftones of 
complicated looking machines. For 
instance, this Sutton Engineering Co 





The HAMILTON 
STEEL COMPANY 


——— + om 


FORT DUQUESNE > 
STEEL COMPANY 


ee 


shows four pieces of 
One, in a gray 
trim. The other 


or plain white 


c olor page 


equipment panel 
background looks 
three, against color 
just get too busy and fight the text 

Fortunately, the writer was wary 
of this and confined his remarks to 
four short picture captions, six lines 
a tight block of 
Still, wish he hadn't 
Know-How that 


in the headline 


of main text and 
sign-off copy 
used,” it’s the 
counts 
Of course, if you want to be really 
mean about it, you can go all the way 
over to a totally crude art concept 
(Fort Duquesne and Hamilton Steel 
Pair 


Who wouid you 


Companies), “A Winning 


Yup, poker hand 
blame for this . . the copy or art man? 
Or could this be an example of team- 
work that boomeranged? 
Sometimes it’s a simple art-layout 
miscueing that means misery for the 
copy genius. This Baird Machine Co 
page is a case in point. Forget for a 
moment the main illustration. Ignore 
the headline, “The Baird 76H Chuck- 
ing Machine has versatility.” Just 
assume you're a buyer with a strong 
yen for a chucking machine and a 
pair of averagely poor eves 
All right..now try to suffer 


through the text, about 10-point 
printed on a solid red background 
What makes it all more tantalizing is 


that the subheads (playing up good 


product features) are in caps against 


background. 
And what makes it hurt most is that 


a mortised out white 





find it Pays to use MacRae’s 


allel » 
MacRae’s Blue Book 


18 EAST HURON STREET + CHICAGO 11, ILLINOIS 
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are the men who set 


policies interested in products? 


DECIDEDLY! Just take a look at these RAILWAY AGE articles— 
every one a discussion of improvements to service and facili- 
ties that invariably involve some new or improved equipment. 


“i ce 


Loudspeakers and 


Radio Hasten Cars to Consignees 





$500 000 Annual Savings Result 
From B. & O. Methods Groups Work 


Pick up any issue of RAILWAY AGE. You'll find 
articles like those reproduced on this page. They 
are published because the readers want them. 
They represent one of the reasons why RAILWAY 
AGE, the broad-coverage magazine of the railway 
industry is read by over 90% of the railway man- 
agement group which makes final buying deci- 
sions — responsible heads of all departments as 
well as administrative executives; the group you 
must reach for favorable consideration and pur- 
chase authorization. 


What do Railway Executives read about and write about? 
These articles are just examples of how products are dis- 
cussed in detail, week after week, in RAILWAY AGE, the 
broad-coverage magazine of the Railway Industry. 


aCtoleleltlola-e ola Coll Uh miucols <tililem alilauteliveln 


72 | Industrial Marketing 


i 





HOW DO WE KNOW? 


What evidence have we that RAILWAY AGE 
readers are interested in articles on the 
application of equipment, materials and 
supplies? 

These charts and tabulations clearly indi- 
cate the fact that RAILWAY AGE has earned 
its place as the leading “general coverage” 
publication of the railway field by giving 
its readers the kind of editorial material 
they want. It has been voted by an over- 
whelming majority of railway executives 
to be the most helpful. It leads in total net 79.78% 
paid circulation and has a subscription re- — 
newal percentage of close to 80%. Adver- aia 
tisers invest more money in it than in any STATEMENT 
other railway paper. It leads in advertis- 
ing pages by more than two to one over 
the second publication. 








SURVEY RESULTS 
Total 7 ’ ADVERTISING LEADERSHIP 
Ane.® ‘ 2 to 1 in Number of Pages 

Chairmen, Pres., etc , A ~ FIRST 10 MONTHS 1950 

i 4 

161 
Account., Fin. , Lege 33 
Pub. Rel., ‘ 4 
Mech. and _ 267 
Eng. and Maint. 270 
Sig. and Commun 21 
Pur. and Stores 42 
LC.C. and AAR $ 
Others 8 


TOTALS 7209 «(1,013 
RAILWAY AGE 83.8% 
Modern Railroads 16.5% 
50 other publications received o total of 591 mentions. 
*There were 1,35! respondents, 142 of which gave no 
onswer to the question. 


178 votes cre credited to both Railway Age and Modern 
Railroads and appear in both columns. 





One issue of RAILWAY AGE each month—__ shippers. Copies reach industrial traffic 

the first—is devoted to the problems and managers—a special audience for a rail- 

freight developments of railway freight traffic. way's advertising—an important plus value 

traffic These freight traffic issues augment the for those manufacturers whose products 

: regular weekly features of RAILWAY AGE apply to a shipper’s or a railway’s freight 
edition _ an added service of special interest to handling. 


RAILWAY AGE eae 
2ignaling | 
Com 


Write for booklet, 
“Selling Shippers 
on’Ship by Rail’.”’ 


SIMMONS-BOARDMAN PUBLICATIONS 22223 ;)2Scs5% Gy 
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the copy is excellent. Two samples 


nally, reversing our field again 
there s the sensitive matter ol! over- 
mplification. If you're as smart as 
the art and « opy talent on Lifesavers 
Lad es Home Journ il or Four Roses 
yu’re in the money . .but if you miss 
t's sure murder. That’s what seems 
to have happened in this George 5S 
Ma Co page 
Half the ad is a picture frame, set 
ff an open ledger (“Profit and 
red question marl 


Below Whats 


re for 1950? 


Frequent relation- 
hip between art director and copy- 
writer can be as simple and effective 
ty Mutual Insurance Co 

Uver the years, as you 

rty has used a snapshot 

’ 


llilustrations 


not just 
square halftone, but 
the white border of a 


ind with a suggestior 


on device, true 





but it fits Liberty's copy so well 
f its news treatment tech- 
ad is re presentative, 


rst patient, nurs« 
has stayed with this 
it’s practically a 


roach s0 

ademark 

There's a certain natural alertness 
about a good art man that frequently 
is of tremendous help to writers. 
We'll make a hypothetical case out of 
the Phillips Petroleum Co 
page Hay for the Iron Horse 


all 


There's a very amusing line draw- 


color 


ing of a mechanical horse snorting 
down a stretch of track which leads 


k into a well-displayed Phillips 





trademark (a big red shield) nice 
handling all around. Just assume, for 
the hell of it, that the copyman 
walked into the art department with 
his work which had a straight head- 
line, “Old friends of the railroads.” 

Art guy, after reading it, hems and 
haws, possibly asks, “I've got an idea 
Would you be willing to change ‘rail- 
roads’ to ‘iron horse’ in the head? 
If you are, than we could do this 
And he sketches out that cute, snort- 
ing critter. 

Well, that gets the copy gent think- 
ng fast, and he nods, grabs his pen- 
and then 
crosses out “friends” and with a flash 


cil, puts in “iron horse” 
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PROGRESS 


In 1950 

advertisers invested more selling dollars 
in the advertising pages of Power 
than in the next three 

competing magazines combined. 
Thus for the 68th consecutive year 
have advertisers recognized 

that Power reaches 

the greatest concentration 

of power-goods buying power 

in the world. 

This uninterrupted record 

is the result of 

constant progress and leadership 

in editorial service and 
presentation techniques. 

Note, for example, the new 

title design, the new type styling, 
the new easier-to-use 

editorial make-up — just a few of many 
improvements to assure top 
readership and advertising value 
again in 1951. 





1920 


BEHIND IT 


ip) 


A McGRAW-HILL PUBLICATION 


To) 
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The car that lets 


you drive without shifting! DeSoto ‘1 ip-Toe 


Hydraulic with Fluid Drive is sell 
2 Bie 
another soiile shy DeSoto owners say, 
ota 


_— 2 Ee ie eg et ate a Geis Somme 
ee A He ON ROE 








f inspiration, substitutes “hay.” We 
don't say this did happen, but it’s 
the kind of thing that does happen 
although not often enough 
Armstrong Cork Co. talks about 
deluxe closures” in its page, “For 
packages.” Copy is 


jour prestige 
short makes its point quietly but 
effectively and is aided no end by 


a very attractive and appropriate 


light line treatment of the illustra- 
on. This consists of part of a chess 
board, some chessmen, ash tray and 
highball. It’s a very right setting for 
the copy 

Sometimes the artist does his part 
but the writer doesn’t live up to the 
need. Example .. this Grey-Rock Div 
(Raybestos-Manhattan) color page 
vith a trick photograph of a hand, 
ndex finger balancing a pencil on 
which three coins are balanced, one 
on top of the other 

It’s the 


headline that’s the let 


down Not impossible but just 
y it!” It’s not a stopper. It’s far from 
informative. In fact, in no way does it 
even hint it has to do with balancing 
brakes (which is what the text says 
it’s about) 
DeSoto Div. (Chrysler) uses the 
same technique in automotive trade- 
papers that it uses in consumer ads 
You know, tight body text all in dis- 
Usually 


starts off with no headline other than 


play, shot of car at bottom 
a great big “DeSoto,” then the copy 
in about 30 pt. Good art-copy team- 
work, and an excellent method of 


presentation tor any advertiser who 
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has two or three major sales points 
to bang away at 
Possibly the most classic form of 
words and layout cooperation is the 
conventional picture-headline-text- 
signature page arrangement. It’s re- 
markably effective, consistently 
stacks up well in Starch Reports if 
yes, if every element in the 
equation is excellent. Let one bog 
down and your ad is cooked. Here 
are three ads in this category 
The first 


ing-Superheater 


Combustion Engineer- 
Headline-—“Horse- 
power Increases Willpower Rates 
an “A”. This is the story of increased 


capacity of the Genoa Power Station 


Bathtub... railroad sise 


in Italy. First paragraph of 


justifies the headline 


copy 


The remainder is a straight news 
story of this Combustion job. Where 
the page loses strength, we feel, is in 
illustration, a straight photo of the 
power house. Maybe there wasn't a 
better shot available if so, too bad. 

Pennsylvania Salt Mfg. Co 
this same technique in a two column 
ad, “Bathtub railroad size.” This 


will give you the general idea 


uses 


This time, however, the picture 
doesn't let the reader down 
every bit the 


It’s a 
powerful element, 
equal of head or text a dramatic 
shot (taken from above) of locomo- 
tive parts being lowered by crane in- 
to a Pennsalt Cleaner bath. Nice 
going! 

*% The third in this little group 
Armco Steel Corp 
all departments. Starting at the top, 
we find a terrific closeup of an Indian 


Fakir walking barefoot in a bed of 


really shines in 





Gas aplenty for the long haul! 


Old-fashioned ways won't do these days. That's why 
the petroleum refining industry plans ahead. A re 
cent survey” indicates a seven-and-one-half-billion 
dollar, ten-year expansion program to guard against 


any chance that our nation will run out of gas. 


Because it is the fastest-changing industry in the 
world, its key men depend upon an accurate, cur 
rent picture of the situation each month in Petro 
leum Processing . get quick, charted analyses 
in the popular Trends Section, a reliable guidepost 


for their planning. And more than ninety pert 


cent of these readers receive and study Petroleum 
Processing at home! 


Reaching more than ten thousand readers, all 
named as buying factors by their own plant man- 
agements, Petroleum Processing takes the most 
direct route to the refinery 
market. It is the modern way 
of making certain that your 
advertising, headed for that 
destination, has enough gas 
to get there! 


*Copies on request 


THE BEST-READ REFINERY PUBLICATION 
REACHING THE MOST REFINERY READERS 


A Platt Petroleum Publication 


Headquorters, 1213 W. Third St., Cleveland 13, Ohio . . . Offices in New York, Chicago, Philadelphia, Houston and Los Angeles 
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hot coals. And even in black and 


white, the photo is so good the coals 


actually look hot. Next, headline . 


“Steel hotfoot—without blisters!” 


Text? Try it 


kr 


There you have it, gentlemen .. a 
superb use of a conventional adver- 
tising technique, and by any measure, 
a winner. An OK AS INSERTED to AL- 
WYN W. KNIGHT, N. W. Ayer & Son, 
Philadelphia 


Who's the boss . . Instinctively, we 
suppose, the wordsmith might be in- 
clined to be wary of the art man who 
seems to hog too much of the page 
for illustration. Often for effective 
presentation this might mean he 
would be invited to cut his copy 
Shades of Frank Irving Fletcher! 
Who's the headman, art or copy‘ 

To which we answer . . neither. 
And to supplement that, let us add 
that we have seldom seen a piece of 
copy suffer that was edited to fit a 
+1 


goo 


ayout. The ideal writer, there- 
fore, is one with layout sense 
sense to recognize a good suggestion 
when it’s made and sense not to 
try to usurp the art director’s job 

Here's almost too pat an example 
Alliance Machine Co. in this bleed 
color page is advertising “Big 
Cranes.” That “big” in the headline. 
incidentally, is really big about 
eight times up over “Cranes.” 

The picture, a handsomely execu- 
ted drawing in duotone of a giant 
crane at work in a Navy Yard, is 
big, too a good two-thirds of the 
ad area. That puts the copy in the 
upper corner of the page, in a space 
about two inches deep by four inches 
wide. Enough space? You bet be- 
cause this is how many words are 
needed to tell the tale 


WHERE DEPENDABELITY IS VITAL 
YOU L. FIND EXIDE BATTERIES 


f 


Got a story of diversified product 
applications to tell? Chances are 
that’s going to take a lot of words. . 
unless you remember that old Chi- 
nese wisecrack. Okay, then take a 
tip from Electric Storage Battery Co. 
which saves a rather dull headline, 
“Where Dependability is Vital 
You'll find Exide Batteries” by plant- 
ing a lot of vhotos with short cap- 
tions below it. All have bright leads, 
too “Cozy Corner” Mountain 
Eater” . . “Up Goes 23 Tons 

Here’s a dealer ad for anti-freeze 

Commercial Solvents Corp 
with 16 words of copy so trite that 
they would die a quiet, unheeded 


Commercial Solvents . 





SUCCESS STORY 


onstruction Eouipment 


MAKES A 620% ADVERTI 
in a Single Year! 


Using a revolutionary three-way publishing over-Mast 
entered the highly competitive, crowded co gazine field 
in October 1949 with CONSTRUCTION agazine. 


MO) 


How has it worked out? 


Jag ssue— 7 advertising pages 
Issue—53 advertising pages 


ry 1950 issue had 15 advertisers. 
ary 1951 issue has 83!!!! 

nique publishing formula employed by 

STRUCTION EQUIPMENT has proved 

nsationally successful. It gets your advertising 
read by the right people. 

Proof: CONSTRUCTION EQUIPMENT Mag- 

azine is outpulling every other construction 

publication. 


Ba 8 


America’s Fastest Growing Trade Magazine 
A CONOVER-MAST PUBLICATION 


205 EAST 42ND STREET ° NEW YORK 17, N. Y. 
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death were it not for adroit art team- 
work 
This art is in four horizontal black 
strips the full 7” of the ad and about 
142” deep. One under the other, they 
represent a good three-quarters of 
the page 
Each has a portion of the copy un- 
der it In the long run” (track run- 
ner starting a race.) “you make 
more money” (runner grabbing two 
fistfuls of bills) and make more 
friends” (crowd cheering him as he 
buzzes by) when you sell the 
Best!” (the winnah, holding a loving 
cup). Technique is good . . with run- 
ner in white, all other elements yel- 
low 
Recall in that Combustion case, we 
criticized the prosaic photograph” 
Well, Koppers Co. has what might be 
termed the same sort of situation in 
this spread, but saved itself by using 
a closeup of this Koppers-built coke 
ven, and by reproducing it in full 
color 
Most impressive, and yet in no way 
does it dwarf the head, “Koppers has 
chat it takes to build good coke oven 
nts’ Nor does it diminish in any 
the readability of the text with 
inviting subheads in red 
good basic design It 
int engimeering refine- 
takes a gineering 
not! the pano- 


rop, the atmosphere 


illustra- 

ght spots 

eloader.” Action shot 

nt takes up almost all 

re le nan bleed page and its 
ipplemented by four | ttle line spots 
rf right 


hand page) pl signature and 


snowing Key teatures (top 


coupon. Copy builds up fast to this 


climax 


Drive up, EARL M. PEASE, copy chief 
Alfred Colle C., Minneapolis 


well load on a big OK AS INSERTEI 
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Koppers has what it takes 


to build good coke oven plants! 


* 





Take him to lunch . . Once you've 
really got your art director in there 
working for you, he’s the best friend 
for good copy you'll ever find. Look 
at all the wonderful, ve.satile things 
he can do for you 

Got a situation where you're talk- 
ing about what makes the wheels go 
‘round in a piece of equipment? 
Okay, look at what he did in this Far- 
val Corp. ad, “New Farval Spray 
Valve meters lubricants to slide sur- 
faces and open gearing.” Copy does 
a better job easier, faster because 
smack alongside of it is a schematic 
drawing showing exactly how it 


rks 


seeeeeeeeeeeaee 
PATS 
| Y 
oy. : 
4: . 

e 
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for manufacturers of Materials Handling Equipment 


150 to 1 are long odds—but that’s about the ratio, in 
tonnage, of materials handled to castings produced 
by foundries, and it takes 42c of every direct labor- 
dollar for handling operations. Pig iron, coke, scrap, 
molten metal, sand, flasks, and molds are only part 
of the heavy load that foundrymen must find ways of 
moving efficiently and at low cost. 


Two factors are in your favor—making foundries one 
of your most important markets today: 


@ Foundry output showed big increase in 1950 and 
the demand is growing toward a new high in 1951. 


®Rapid rate of wear and obsolescence due to type 
of materials handled and the constant use of 
equipment. 


So make your play for sales to the foundry market, 


Helping You Sell To Foundrymen 
WHEREVER METALS 


made up of 5,974 foundries representing tremendous 
buying power. To reach this market most effectively, 
it takes FOUNDRY with its coverage of the plants 
that account for 979% of the industry's productive 
capacity . . . and the readership of 45,000 interested, 
receptive foundrymen-prospects for your products. 


For information on how foundries use this equip- 
ment, send for reprints of FOUNDRY articles on 
materials handling in metal pouring, in metal charg- 
ing, in the foundry yard and other applications. 


45,000 READERS 


sa, 


=S0900] 


| A Penton Publication 
| Penton Building 
Cleveland 13, Ohio 
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Count on the capable A.D. to 
always dig up a better photo some- 
where, somehow or to crop, re- 
touch or do something to really put 
life into the entire ad. This Van Dorn 
Electric Tool Co. ad, “Van Dorn 
Power puts More Profits in Body 
Jobs!” Good piece of straight-product 
copy made better by three shots of 
electric power tools in action 

If you 


problem, the enterprising man can 


have a catalog-type page 


help you along with something as 


ingenious as the blue and black bleed 


Van DoRN 


pets More Profits in Body Jobs! 


Portable Electric TOOLS 
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page for the Townsend Co. with its 
attractive strips of color on which as- 
sorted fasteners are displayed in 
white line drawings, with the copy 
lines running in between on white 
ribbons 

Even if you have to show plants in 
an ad, he can do something out-of- 
. as in Kelsey-Hayes 
Wheel, where he fans them out from 


the ordinary . 


a hub 

He can give you pure art, if that’s 
your copy tack . . as in the Container 
Corp series, recently, “Marcus Aure- 


lius Antoninus on one world.” 


\ARECK! MACHINE 


*% Or he can animate your headlines 
with a canny choice of lettering, as he 
does in “Doubling-Up on Production 

at Jarecki 
an excellent 


with Danly Presses 
Machine and Tool Co.”, 
picture-caption spread for Danly Ma- 
chine Specialties Co . an Ox As 
INSERTED if we ever saw one, to R. M 
SKALLERUP, account executive, and 
HAL BOENISCH, art director, at Waldie 
& Br iggs, Chicago. 

Yes, there’s so much the art man 
can do to help you write better copy! 


The Copy Chasers 





“OUBLING-UP"ON Paton | TIANWY PRESSES 


1O0t COMPANY . 





7 


The Directory Circulation Picture 


ina Nutshell _. 


All Other 1,944 





. 4 van 
~?-S 


All Other 7,612 





CONOVER-MAST 
, PURCHASING DIRECTORY 


THOMAS’ REGISTER 
Total Circulation 19,792 





; 
i MAC RAE'S BLUE BOOK 


Total Circulation 18,166 


WW Total Circulation 24,805 
qe whee Ct 


. 


*Data source: MocRae's Blue Book 
and Conover-Mast Purchasing Di- 
sectory = CCA, and ABC 

» : ist 

a omas’ Register 


88% more Manufacturing circulation 


Paper Mill Machinery Manufacturer. “I find that it is the most 
complete and the most convenient to handle of any of the several 
directories which we have had in the past four or five years. I also 
find that every day I rely on it more and more, and certainly would 


And that’s quite a bonus, especially since CONOVER- 
Mast PurcHasinc Drrectory is confined to the 
larger plants—those that do from 80% to 90% of the 
buying. These industrial buyers refer to the Con- 
OVER-Mast PURCHASING DIRECTORY many thou- 
sands of times daily. Here is what some of them tell 
us—and it is typical of the experience of industrial 
executives who have available to them practically 
all directories and other information sources: 


Power Plant and Electrical Equipment Manufacturer. “‘We use this 
directory exclusively for locating sources of all types of material and 
machinery used in conjunction with our plant production, construc- 
tion, and maintenance, and would be at a loss for a source of infor- 
mation without this directory."’ Signed— Industrial Engineer 


Railroad Equipment Manufacturer it is so completely com- 
piled that very little time is lost in finding the necessary informa- 


tion." Signed—Chief Tool and Equipment Engineer 








Comover Mast 
PURCAAS HYG 








not like to be without it..." Signed— Purchasing Agent 


A Utility Company. “This is the only directory which we are pres- 
ently using.”’ Signed— Purchasing Agent 


Manufacturer of Floor Finishes and Equipment. “*. . . it is the most 
used of all the reference books that we have.’ Signed— Purchasing 
Agent 


Chemical Manufacturer. “‘We find this directory is our shortest cut 


for purchasing information ..."" Signed— Plant Buyer 


Direct quotations from signed company letters on file 
in our New York office. Names available on request. 


It will pay you to be represented in the CoNOVER-MAsT 
PURCHASING DrREcToRY by adequate space to illustrate 
and describe the uses of your product. 


Issued Semiannually 


Chicago !!, tt., 737 Nerth Michigan Ave. 

New York (7, N. Y., 205 East 42nd St. 

Cleveland 14, Ohio, 435 Leader Bidg. 

Los Angeles 36, Calif.. 5478 Wilshire Bivd. ..... 
Philadelphia, Pa., 333 Kent Rd. Bale-Cynwyd 
Birmingham, Mich., 1236 Bates St. 


Whitehall 4-6612 
Murray Hill 09-3250 
Cherry |-7788 

Whitney 8055 

: Cynwyd 487! 
Birmingham 2844 
Taunton 2-1987 
Westport 2-3106 
-Meuntain View 86-0255 


. - Bay St. .. oe eoecvcece 
Packanack Lake, N. J., 114 Beechwood Drive ... 





For the Widest Coverage of Industrial Buyers 
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Mechanical Tubing 
Turned & Ground Steel Shafting 


Bronze Bearing 


Molded Phenolic Case 
Extruded Rubber Gasket 


Stomped 
Brass Letters ~ 
Aluminum 


Die Casting 


Horsehair 
Molded 


. Brush wy be 
Farm Machinery ] Polyethylene 
Aircraft Parts Cerbon oN (a = 13/9 


Electric Fans and Blowers Wire Spring Phosphor Bronze 
Vacuum Cleaners Spring 
Watches and Clocks Carbon Parts 
fumes ext Comensn Special Stee! Stamping 
Gutiesd tutremech Anti-Friction Bearings 
Power Tools 
Sewing Machines 
Control Instruments 
Electric Appliances 
Electronic Equipment 
and thousands of others 


Screw Machine Product 


Things happen when they see it in 


MACHINE DESiCH 
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On the job in Engineering depart- 
ments of plants which account for 
95% of the $30 Billion annual pro- 
duction of appliances, equipment 


and machines. 


: 
: 
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advertis ing 


in business 


1 olu me 4 4% fim 


January 


Grand total 


Industrial group 


Aero Digest 
merican Aviation (bi-w.) 
nerican Builder 
City 
Dyestuff Reporte 
Machir ist ( bi-w 
an Printer 
lytical Chemistry 
Architectural Record 
Arts & Architecture 
Automotive Industries 
semi-mo.) 
Aviation Age 
Aviation Week 


bi-w 


xboard Containers 
Brewers’ Digest 
Brick & Clay Record 
Bus Transportation 
Butane-Propane News 
4'ox6'9) 
Butter, Cheese & Milk 
Products Journal 


Canner (w 

Ceramic Industry 

Chemical & Engineering 
News (w 

Chemical Engineering 

Chemical Industries Week 

Chemical Processing 

Civil Engineering 

Coal Age 

Coal Mining 

Commercial Car Journal 

Construction Digest (bi-w.) 

Construction Equipment 

Construction Methods & 
Equipment 

Construction News 

Constructioneer 

Constructor 

Contractors & Engineers 
Monthly (94x14 


Monthly 


Record 
Design News 
Diesel Progress 
Distribution Age 
Drilling 
Drug & 


(9x12 


Cosmetic Industry 





&Includes a special issue 
*Includes classified advertising 
Estimated 
7x10 units, sold as pages 
Does not include advertising in special 
Western section 
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pages} over 


volume 


papers 


1950 


page change [ % change 


19s) 1980 


Electric Light & Power 7 76 
Electrical Engineering *sO “40 
Electrical Construction & 

Maintenance *105 101 
Electrical South ee 47 47 
Electrical West S4 62 
Electrical World (w.) §*315 | §°313 
Electronics *215 172 
Engineering & Mining 

110 105 


Journal 
Engineering News-Record 

(w.) , *256 
Excavating Engineer . 31 


Industrial group 


Factory Management & 
Maintenance 
» Engineering 

Owner 

Industries 
Food Packer 
Food Processing 
Foundry 


*173 
“44 


Gas 

Gas Age (bi-w 
Heating & Ventilating 

Heating, Piping & Air 
Conditioning 


Ice Cream Rev . 

Industrial & Engineering 
Chemistry 

Industrial Finishing (4igx6%4) 

Industry & Power 

Inland Printer 

Interiors 

Iron Age (w.) 


Lumberman 


Machine Design . 

Machine & Tool Blue Book 
(449x649) 

Machinery 

Magazine of Building 

Manufacturers Recor 

Marine Engineering & 
Shipping Review 

Mass ransportation 

Materials & Methods 

Mechanical Engineering 

Mechanization 

Meta! Finishing 

Metal Progress 

Milk Dealer 

Mill & Factory 

Mining Engineerin 

Modern Machine Shop 
(449x649) 

Modern Packaging 

Modern Plastics 

Modern Railroads 


National Petroleum News 
(w.) . 

National Provisioner (w.) 

National Safety News 


Ol] & Gas Journal (w.) 
Operating Engineer 


4.4% increase in January 
is sharpest in several years 
® ADVERTISING volume rose 4.4% in 
January for the sharpest increase in 
years among 258 business papers re- 
porting to INDUSTRIAL MARKETING. 

The was 
8.8% scored by the 152 papers in the 
big industrial group, which placed 
1,330 more pages than the January, 
1950, total of 15,084 pages. 

Other groups: product news, seven 
papers, up 10.3% (figured on a 1/9 
page unit). Fifty-three trade publi- 
cations dropped 6.4% (due in part 
to one publication’s large special 
issue being switched to February) 
and the 28 class papers gained 1.8% 
or 40 pages. The 18 export papers 
are almost holding their own off 


most spectacular gain 


a scant 0.7‘ 


pages 
Industrial group 1951 1950 
a natn 

Organic Finishing . ll 9 
Pacific Builder & Engineer *78 *76 
Packaging Parade (9%,x12) 55 
Paper Industry 

Paper Mill News (w.) 

Paper Trade Journal (w.) 

Petroleum Engineer 

Petroleum Processing 

Petroleum Refiner 

Pitt & Quarry 

Plant Engineering 

Plating 

Power 

Power Engineering 
»Practical uilder 
Printin _—_— 
Produc ineering 
Production Engineering & 

Management 
Products Finishing (4':x6‘) 
Progressive Architecture 
Purchasing eee 


Quick regen Foods & the 
lant . 


Railway Age (w.) 

Railway Engineering & 
Maintenance 

Railway Mechanical & 
Electrical Engineer 

Railway Purchases & Stores. 

Railway Signaling & 
Communications : 

Roads & Streets 

Rock Products 


Sewage and Industrial 
Wastes Engineering 

Southern Lumber Journal 

Southern Lumberman ...... 

Southern Power & anauary 

Steel (w.) 

Supervision 


Telephone Engineer 
(semi-mo.) 

Telephony (w.) 

Textile Industries 

Textile World 

Timberman 

Tool & Die Journal (5x74) 

Tool Engineer 

Traffic World (w.) 


Utilization 


Water & Sewage Works 
Water Works Engineering .. 
Welding Engineer 
Western Canner and Packer 
Western Construction 
Western Industry 
Wood Worker 
hat Digest 

(4° 2x6 
World Oil 
World Petroleum 


Total 





CONT 
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Mid-West 


C ontractor 


You can “hire” any one or all 12 of 
these experienced ‘‘salesmen”’ 

and assign them to a territory in the 
construction market. These star sales- 
men contact 62,000 men who will buy 
your equipment or materials. These 
salesmen sell by talking Jocal bids, 
local jobs, local methods, local 
people . . . use any combina- 

tion to blanket this multi- 

billion dollar market or 

to concentrate in a 

qgeographic section. 


No other publication or 


group of publications can / 
match the coverage, the | CONSTRUCTION 


reader interest and the op- 
portunity to sell to specific 
market area as do the | 
A. C. P. regionals. Get the / = 
full story. Send for your ous 

ri - 


booklet, “The Sales Power 
of A C P."" Write to 


GEORGE C. STEWART, Sec'y 


Associated Construction SSOCIATED oe BBe a ' eee a ken. | 


Publications 


3029 North 5th Street, 1 - : T) B L \ ra AT \ re) N S 


Harrisburg, Pennsylvania 





pages 
Product news group 1951 1980 


Volume figures for product news infor 
mation publications are reported in 1/9 page 
units (approx. 3'4x4*, not in standard 
7x10” pages 


Electrical Equipment 286 309 


Industrial Equipment News 655 
Industrial Maintenance 2 156 


New Equipment Digest 


Plastics World 
Product Design & Develop 
ment 


Transportation Supply News Be 


Total 1/9 page units 


Trade group 


Air Conditioning & Refriger 
ation News (w.) (11 16) 
merican Artisan 

American Druggist 

American Lumberman & 
Building Products Mer 
chandiser (bi-w 


Boot & Shoe Recorder 
semi-r 


Building Supply News 


Chain Store Age 
Administration Edition 
Combinations 
Editions 
General Merchandise 
Variety Store Editions 
Grocery Editions 


Domestic Engineering 
Department Store Economist 


Electrical Dealer 
Electrical Merchandising 


ipment Retailing 
ent New 


ty 


Heat 


Gl Dige 


Hardware Age 


Motor Ser 
NJ (Natio 
5'yx7? 

Nat 
Office Appl 


Photographic " 

Plumbing & Heating 

Plumbing & Heating 

Plumbing & Heating 
Wholesaler 

Poultry Supply Dealer 

Progressive Grocer 


Sheet Metal Worker 
Southern Automotive 
Southern Hardware 

Spx is Dealer 
Sports g 

Super Market Merchandising 


Variety Merchandiser 
(4%5x6%s 


Wood Construction & 
ing Materialis 


Total 
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pages 
Class group 1951 1950 


Advertising Age (w 

(1074x114 195 187 
American Funeral Director "76 *7 
American Hairdresser 33 36 
American Restaurant 74 76 
Banking (7x10 3/16 51 3O 
Billboard (10'4x15%4) (w.) *170 
Chain Store Age 

Fountain Restaurant 

Combinations 

Cleaning & Laundry World 
Dental Survey 
Fountain Service 
Hospital Management 
Hotel Management 
Hotel Monthly 
Hotel World-Review (w 

O'4xl4 
Industrial Marketing 
Proceedings of the 1.R.E 


Journal of the American 
Medical Association (w 
Laundry Age 
Medical Economics (4'4x6%, 
Modern Beauty Shop 
Modern Medicine (semi-mo 
4'4x6",) 
Nation's Schools 
Oral Hygiene (4 5 16x7 3/16 
Restaurant Management 
Scholastic Coach 
School Executive 
School Equipment News 
School & College 
Management (9'2x115, 
What's New in Home 
Economics 


pages 
Export group 1951 1950 


American Automobile 
overseas edition 51 
American Exporter 
2 ecitions 
Exporter 
dit 


editions 
1 


Industrial 


nericar 


Beware of consumer techniques, 
editor warns industrial ad men 


@ MILWAUKEE Advertisers must 
beware of blindly adopting consum- 
er market research techniques. . in- 
cluding readership studies under 
the abnormal pressure of quick de- 
cisions in the difficult period ahead, 
Sidney R. Bernstein, editor, Adver- 
tising Age, told the Milwaukee 
chapter of the American Marketing 
Association 

Emphasizing that he strongly fa- 
vored the Advertising Research 
Foundation’s business paper reader- 
nevertheless ex- 
that 
readership 


ship studies, he 


pressed concern advertisers 


might use the scores 
without regard to the fact that busi- 
ness paper readers differ greatly in 
purchasing power and purchasing 
decision influence 


‘There is a danger that unless this 


Export group 
Embotellador (quarterly 
Farmaceutico 


Hacienda (2 editions 
Hospital 


Ingenieria Internacional 
onstruccion 

Ingenieria Internacional 
ndustria 


McGraw-Hill Digest 


Petroleo Interamericano 
Pharmacy International 


Revista Aerea 
Lantinoamericana 
Revista Rotaria 


Spanish Oral Hygiene 
(4 5/16x7 3, 16) 


Textiles Panamericanos 
Total 


tIncludes a special issue 
*Includes classified advertising 
Estimated 


January 1950 figures include annual 
dealers directory, which will be now 
published in February of each year 

429 lines per page in 1950; 420 lines per 
page in 1951 


Note: The above figures must not be quoted 
or reproduced wit! permission 





Automotive Industries 


vertising for ec her 


Mechanization 


Utiliatron 


important factor of differences be- 
tween readers is constantly borne in 
mind by you, your advertising de- 
management, and 
that the 


weight of quoted ‘readership figures,’ 


partments, your 


your advertising agencies 


presented without the necessary ifs, 
ands and buts, may wean too many 
advertisers away from sound, nard- 
selling, on-the-target copy and put 
them in a race for higher readership 
ratings,” he said. “In industrial ad- 
vertising, this could very easily turn 
out to be a calamity 

Warning industrial advertising to 
guard adding 
oranges” in sampling markets, Mr 


against ‘apples and 
Bernstein urged the use of careful 


sampling applied to small market 
that he 


especially practical in the industrial 


units ..a method termned 


field where the advertiser is selling 


to thousands ol consumers rather 


than millions 





PRICE LISTS 


ow! Save 507, Yaa 


And get them out days or weeks FASTER! 
DIRECTORIES 


Now— yes now!—comes the best news you've heard in years re- 
garding price lists, parts lists and your other list printing require- 
ments. Remington Rand's Flexoprint method will save you 50 
or more on cost... will give you first rate results ...and will trim 
days or weeks off your waiting time for urgently needed lists. 

Is Flexoprint a new or untried method? Emphatically no! It's 
been in use for over 10 years, meeting the rigid quality requirements 
1. Listings are typed by your own of the Federal Government and such companies as Ford Motor 
typist in your own office on Flexoprint and International Harvester. But only recently have we tooled up 
cards. Just one proofreading —all fur- to produce Flexoprint equipment and supplies in sufficient volume 
ther operations are photographic. to meet the demands of general business. That's why we haven't 
publicized Flexoprint until now, even though millions of printed 
pages prove its fine appearance and overall economy 

Flexoprint, remember, is specifically for /ist printing jobs. The 
character of lists is constant change—additions, deletions and cor- 
rections each time you re-publish. See how easy, how inexpensive 
these changes become when you use the Flexoprint method, briefly 


described at the left. 


Flexible Flexoprint Will Fit Your Needs 


Practically any list printing job can be handled to your time and 


2. You attach the cards to Flexoprint . 
money saving advantage with Flexoprint. (It's not recommended 


panels and “‘ page up”’. The cards nest 
together with their visible margins in for booklets, advertising pieces or publications having varied page 
micrometrically perfect alignment. layouts.) Within any suitable application Flexoprint offers numer- 


ous variations of format 


This Flexoprint User Saves Over $15,000 a Year! 


This is the experience of a publisher whose list numbers approxi- 
mately 100,000 names, with an average of 12,000 changes in each 
quarterly issue. With Flexoprint, one typist and one clerk make 
all changes and do all necessary checking to insure accuracy. He 
saves over $15,000 a year in typesetting costs alone, has cut his 
publication time from 8 weeks to 2, and reduced his overall pro- 
3. Your Flexoprint panels are repro- duction costs by 50%! 


duced in desired page size and printed 
Memingtorn. Ftand. 
~~ €+ 


by offset process in your own duplicat- 
ing department or outside shop. 
FREE—Beautifully illus- Management Controls Reference Library, Room 1692 
trated 24-page book 315 Fourth Ave., New York 10, N.Y. 
showing how Fiexoprint We would like to have free copy of Flexoprint Book No. KD499 
works and why it can give 
you savings obtainable in 
no other way. Ask for 
copy by phoning us locally COMPANY 
or mail the coupon. 











NAMI TITLe 


ADDRESS 


Give. ZONE STATE a 





ee 


February 1951 | 89 





public relations 


by Robert Newcomb 


and Marg Sammons 


Slide-film replaces slide rule . . 


rx =| 
/ 


me / L/S 
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to sell complex hospital plan .. 
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Industry's relations with 
Employes Stockholders 
Distributors (| Suppliers 


Neighbors 





® ABOVE ALL, the thing you can de 
pend on about group insurance plan 
for employes is this: few employe 
understand them 

There is a tendency among 
framers of such programs and it 
amounts almost to a determination 
to make the presentation as formid- 
able as possible, with the result that 
employes simply refuse to read the 
stuff. It is perfectly true that such 
material is designed to enlighten the 
worker on a subject vital to him, 
but the trappings in which the pro- 
gram is offered often bore him stiff 

Not long ago the insurance depart- 
ment of a company was horrified to 
learn that insurance policies mailed 
to employes simply were not arriving 
at their destinations. Dozens of these 
precious documents were going out 
in the mail, but it seemed that. . for 
some reason ..the folks just weren't 
getting them 

A quick check disclosed the rea- 
son: the émploye, or some member 
of his family, glanced at the envelope 
as it came in the mail, concluded that 
it was some more literature on the 
bounties of the free enterprise sys- 
tem, and threw the whole thing 
away. This recklessness ended as 
soon as the company printed “Valu- 
able paper ..do not destroy” on the 
envelope in large type. The only haz- 
ard that yet remained was the fact 
that employes tossed the policies in- 
to dresser drawers, along with their 
shirts; they never read them until 
some emergency arose, and some- 
times didn’t read them then 

When Doubleday & Co., New York 
publisher, revised its employe pro- 
tection plan several months ago, the 
management took the intelligent 
view that the plan warranted pain- 
less but thorough explanation. The 





result was a 14-minute slide film 
about the plan. 

The background of the plan de- 
serves some attention: New York 
State passed its compulsory disabili- 
ty benefit law last July 1, 1950. 
Doubleday was extremely anxious to 
present the benefits of the company’s 
own plan as soon as the state law be- 
came effective, so that employes 
would have a chance to understand 
the additional benefits offered by the 
Doubleday plan 

The assignment fell to James W 
Tower, the company’s seasoned head 
of personnel, who called in Pathe- 
scope Productions, producers of in- 
dustrial films. Together they ex- 
plored the matter of developing the 
best method for presenting the group 
insurance story directly, clearly and 

most important of all..in a style 
that would be readily grasped by the 
majority of employes. They had 
seen, and had been dismayed by, the 
drab, technical pamphlets on insur- 
ance plans, and felt that there was a 
better, shorter way to do the job 


Film Producers .. recommended 
making a film aimed at the average 
Doubleday employe, a woman with 
an income of $40 a week. Further, 
they suggested that the story pres- 
entation be made in such a way as to 
be equally acceptable to both men 
and women employes, to those in 
either a high or low income group, 
and to all types of employe . . the of- 
fice worker, the pressman at 
Doubleday’s printing plants in Gar- 
den City, N. Y., and Hanover, Pa. and 
to salespeople in the retail shops 

Working within a relatively limit- 
ed budget, the producers came up 
with a new method of slide film ilus- 
tration, one which involved the use 
of colored wash drawings for most of 
the art work. The film tells the story 
of a young wife (who works at 
Doubleday), explaining the advan- 
tages of the company plan to her 
husband. The sequences showing the 
wife and husband are in the wash- 
drawing technique, accompanied by 
sound. Then, when the wife gets in- 
to the details of the plan. the various 
features are illustrated by unusual 
“stick drawings” symbolizing the 
accident, death and other benefits 
clauses of the program 

The film, which was completed 


When your product literature 
on chemicals and raw materials 
is distributed as part of 
Chemical (}ATERIALS (ataleg 


you know: 


12,000 copies are going . . . to serve 
you better. 


will use it as a source of specifying 
information. 


it will be consulted . . . and for what 
purpose. 
“THEE AP fi 
i Gad its use will result in inquiries and 
orders. 


WHY 

a it CMC is your most economical way to 
stimulate buying action within the 
chemical and proces industries. 


There's no guesswork ... in fact, much less work—for you . .. when your product story 
is made a part of Chemical Materials Catalog. You know where your 12,000 copies are 
going ... and where they're bound to work for you 365 days each year—always within 
arm's reach of the key technical men in the chemical and process industries. 


As the working encyclopedia on chemicals and raw materials, CMC attracts specifying 
teams to your products. They turn to Chemical Materials Catalog as their only source- 
book of up-to-date facts on over 3,000 chemicals and raw materials. Quickly, con- 
fidentially, CMC gives them your complete product story—from chemical properties 
to structural formulas. With such needed information at their fingertips, specifiers 
immediately determine whether your products meet the need of their problem or project. 
As a result, inquiries are made which your sales representatives can translate easily 
into orders. 

A continuing study provides irrefu- 

table evidence of CMC’s vital func- 

tion and wide use as a confidential 

specifying and buying reference. 

Ask your Reinhold Catalog repre- 

sentative to furnish you with all the 

facts and figures. 


CHEMICAL 
MATERIALS 
CATALOG 


REINHOLD PUBLISHING CORPORATION 
330 West 42nd St., New York 18, MN. Y. 


CHICAGO + PHILADELPHIA * CLEVELAND + BUFFALO 
DALLAS * SAN FRANCISCO * LOS ANGELES * SEATTLE 
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putting more “profit- 


in the working day 


“Alemite did not achieve leadership in its market by accident 
It resulted from the happy combination of a product that 
fitted a need, quality engineering and manufacturing, stable 
management and aggressive, unremitting merchandising and 
promotion. No small part of our formula was the caretul 
selection and continuous use of the right advertising media.” 


A 


FRANK A. HITER, SENIOR VICE PRESIDENT, STEWART-WARNER CORPORATION 


When you think of lubrication, you think of an 
aggressive leader like ALEMITE 


This priceless recognition and product acceptance 
did not come easily. It was earned, out in the 
middle of a highly competitive field, by leading 
the battle for better, faster production . . . by 
challenging costs . by putting more “profit 
hours” in the working day. To do this, Alemite 
used aggressive tactics right across the board with: 
(1) Modern lubricating methods (2) Top quality 
lubricants (3) Constantly improved equipment 
(4) Dynamic marketing 


No wonder Alemite’s advertising makes such news- 
worthy reading . . . “Chicago plant invests $2741— 
saves $4247 a year!" .. . “Philadelphia manutfac- 
turer adds an hour's production time daily by in- 
vesting just $2640!" “Clinton (Mass.) company 
cuts a production expense from $14 daily to 21 
cents!” 


Aggressiveness is inherent to leadership in busi- 
ness paper publishing, too. For years, The IRON 
Ace has been right up in the front ranks of metal- 
working’s constant battle not only leading the 
way to more and better production at lower cost, 
but by lubricating the machinery of selling. 


The Iron AGE has done this in several ways: By 
the most modern publishing methods (this week's 
news this week) ... by a constantly improved prod- 
uct (easier to read, more meat to the minute) .. . 
and by reaching more metalworking buyers (97% 
coverage of metalworking in plants with 21 or 
more plant workers). 


Last year 739 advertisers bought 5,723 pages in 
The IRON AGE... more than any other metalwork- 
ing medium. It’s not the color of our eyes . . . it’s 
basically because we got their goods to market 
faster and less expensively . . . put more “profit- 
hours” in their working day. What better reason? 


The IRON AGE, recognized leader... 
Ist... IN PLANT COVERAGE 
Ist... IN WEEKLY CIRCULATION 
Ist...IN ADVERTISING VOLUME 
Ist... IN MARKET SURVEYS 
Ist... 1N MARKET COVERAGE 


a 
measure all Metal Magazines ...and you'll make lironAge 


your Ist Choice, too! 


CHILTON PUBLICATION, 100 
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THE ONLY ABC METALWORKING WEEKLY 


NEW YORK 





FRANK A. HITER in 1920 called on the then Alemite 
Lubricator Company, Chicago, to sel! penetrat- 
ing oil; they bought his oil and hired him as a 
salesman. Stewart-Warner acquired Alemite in 
1923. For the greater share of the intervening 
thirty years, Mr. Hiter, now Senior Vice-Presi- 
dent of Stewart-Warner Corporation and head of 
its Alemite Division, has guided the growth and 
development of Alemite—which, in these years 











has become a universal word for lubrication. 
Probably no other one man has been so responsi- 
ble tor the development of modern lubrication 
practices and equipment. Like its products, Ale- 
mite’s distribution organization is nationally 
known and is one of the strongest, most highly 
specialized selling organizations serving Ameri- 
can industry. 
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Meet a magazine 
audience 
face - to - face! 


a can an advertiser meet the readers of 
a publication face-to-face, and find out for himself 


their product interests. 


At the Radio Engineering Show, however, advertisers in 


“Proceed- 


ings of the LR.E.” and the IRE DIRECTORY meet more than 6000 
IRE members and complete the cycle of product promotion and 
product reference selling with actual “product presentation” the 


balanced promotion package. 


Product Promotion 


lo seek out “the man who writes the specs”, to find 
him, tell him and sell him, is the product promotion 


job of “ Procee dings of the 1.R.E.” 


The design engineer shapes the course of volume 
buying, long before you can determine that the firm 
is a prospect for your components, instruments or 
materials. The most effective selling you can do is in 
the PRE-SPECIFICATION PERIOD when your prod- 
uct story may mold the actual specifications. Just like 
anybody else, an engineer buys and specifies what he 
knows the most about it is your job to give him the 


facts, in the magazine he reads. 


19,049 qualified, member engineers read the “Pro- 
ceedings of the LR.E.” It is edited by engineers, for 
engineers, in their own working language. Advertising 
in this magazine reaches the product designing engi- 
neer in his own sourcebook of engineering research 
information. You can reach the radio-electronic de- 


sign man economically and effectively in this journal. 


Product Reference 


Just as the monthly magazine does a promotion 
job, so the IRE DIRECTORY does a product refer- 
ence job. The annual IRE DIRECTORY is a three- 
way service volume of 712 pages of indexes to men, 
firms and products. 114” thick, weighing three and a 
half pounds, the 1950 issue is the most comprehensive 
fact book ever published for the industry. Its high- 
speed method of fundamental product classifications 
saves time and channels the user right to the adver- 
tising itself as the most complete and usable infor- 


mation, 


It is characteristic of the radio-electronic engineer 
that he is a user of reference material. He knows how 
to look up information, and uses it if he has it. From 
small product ad to complete catalog insert, you can 
have your facts permanently filed where he can get 
them quickly, if you advertise in his “product refer- 
ence” book. Here again, you can meet and study this 


audience, face-to-face at the Radio Engineering Show. 


idmission by invitation only, write Mr. Wm. C. Copp for yours. 


THE INSTITUTE OF RADIO ENGINEERS 





TO SELL THE 
RADIO 
INDUSTRY 
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A Balanced Promotion Package 
“Proceedings of the LR.E.” The IRE Directory 
The Radio Engineering Show 


303 WEST 42nd STREET. NEW YORK 18, N. Y. 
Circle 63026 








NIA 


Chapter activities 
of the National Industrial 
Advertisers Association 


Nati + hk A. 


News 








ae 


Ask new, ad research foundation 


Professional staff would speed 
work of NIAA committees 


® prttssuRGH . . Establishment of an 
advertising research foundation af- 
filiated with the National Industrial 
Advertisers Association will be pro- 
posed to members of NIAA at its an- 
nual meeting June 24-27 in New 
York. 

NIAA President Bennett S. Chap- 
ple, Jr., assistant vice-president, U. 
S. Steel Corp., Pittsburgh, made 
the proposal as the key to his blue- 
print for the future of NIAA at a 
midwinter directors’ meeting. The 
directors approved the project un- 
animously. 

A major function of the foundation 
would be to accelerate and coordi- 


kad nse 


nate the research now conducted by 
diverse, voluntary committees of 
NIAA. A small, permanent staff 
would be employed to do the job. 
When necessary, outside professional 
talent would be hired, such as man- 
agement consultants, market survey 
organizations and educators. 

Mr. Chapple explained that, al- 
though NIAA committees have car- 
ried on much invaluable research, it 
has been limited by the restricted 
time and effort that these volunteer 
committees could devote to their 
projects. He believed that the foun- 
dation could broaden and deepen the 
scope of research into many phases 
of industrial advertising and market- 
ing. 

The foundation would be sponsor- 





¢ 1776 Broadway, New York 19, N. Y. 


Bennett Chapple Jr., president 
Blaine G. Wiley. executive secretary 


ed by NIAA but financed and ad- 
ministered by voluntary contribu- 
tors. Under the plan, contributors 
would elect a board of trustees to do 
the administration job. 

Research projects would be select- 
ed from recommendations made to 
the trustees by “qualified sources.” 
Projects would have immediate and 
practical value for NIAA members, 
Mr. Chapple said. 

Other proposals in his blueprint 
for the future were an increase in 
membership dues to meet rising 
costs and a plan to strengthen the or- 
ganizational structure of the associa- 
tion by defining more specifically the 
responsibilities and functions of all 
officers and committees. 


Putman, NIAA set May 1 
deadline for $2,000 contest 


® cyicaco . . Deadline will be May 1 
in the annual competition for the 
Putman awards, including $2,000 in 
prizes for the best documentation of 
results from advertising. 

Rules of the competition may be 
obtained from the National Industri- 
al Advertisers Association, 1776 
Broadway, New York, which is the 
sponsor. Awards are donated by 


<- - ee 


Bennett Chapple, Jr. (left), assistant vice- 
president, U. S. Steel Corp., Pittsburgh, re- 
ceives a plaque honoring him for his serv- 
ices as president of the National Industrial 
Advertisers Association 25 years after his 
father served in the same capacity. Keith 
Evans, founding president of NIAA, made 
the presentation at a testimonial dinner 
held for Mr. Chapple by the Pittsburgh 
Industrial Advertising Council. More than 
700 council members and local and out-of- 


town industrialists attended the dinner. 
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Putman Publishing Co., Chicago 

A citation and $1,000 is presented 
to the advertising manager giving 
the best documentation of his com- 
pany’s advertising results, and a 
citation and $500 goes to his agency 
Second 


awards include a citation and $500 


account executive place 
for the advertiser and a citation for 
the agency 

Awards will be presented at the 
29th annual NIAA conference next 
June in New York 

Judging will be by a committee of 
five or more top management men to 
be selected by the 1951 awards ad- 
ministrative committee, of which 
Richard W. Darrow, Glenn L. Mar- 
tin Co., Baltimore, is chairman 


Innovation . . 


Montague in plaster . . 
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Vv. P. offers seven aims 
for industrial advertising 


® SAN FRANCISCO Seven aims for 
industrial advertising in today's 
marketing conditions were listed by 
James E 
Pabco Products, at a meeting of the 
Northern California Industrial Ad- 
vertisers Association 


The aims 


tive and specific 


Holbrook, vice-president, 


(1) make ads more posi- 
make them reach 
for the order, (2) get away from in- 
stitutional, (3) make the catalog a 
bible of information, product stories, 
(4) establish uniformity of identity 
in labels, packages and ad format 
(5) make the annual report a sales 
tool for closer relations among man- 
agement, stockholcers and employes, 
(6) induce young industrial adver- 
tising executives to get practical 
field sales experience in order to do 
a better advertising job and (7) es- 
tablish freer information channels 
between ad men and field sales 


forces 


Five veterans say industrial 


advertising will help defense 
S NEW YORK Advertising can and 
must find a useful place in the mo- 
bilization and war effort, five veteran 
business and publishing executives 
told the Industrial Advertisers Asso- 
ciation of New York at an “Old 
Home Week” meeting 
George O. Hays, president, Penton 
Publishing Co., Cleveland, predicted 
that industrial publishing will have 
its best year in 1951 and will make 
industry's job of increasing produc- 
tion infinitely less difficult 
Raymond E. Lovekin, president, R 
Lovekin Corp., Philadelphia 





agency, said that 15 of his 26 accounts 
will increase advertising expendi- 
tures and eight accounts will hold 
level in 1951 
formed of developments occurring or 


to keep customers in- 


impending in the industry 

Edgar Kobak, business consultant, 
emphasized the value to corpora- 
tions and individuals of maintaining 
good will in times of stress and 
changes 

S. T. Henry, Washington consult- 
ant of McGraw-Hill Publishing Co 
New York, said that the nation is “in 
for a long-range industrial expan- 
sion” and that, barring all-out war 
advertising will not decline 

Philip Kobbe, first president of the 
Technical Publicity 
predecessor of IAA, said that the as- 


Association, 


sociation can gage its future by the 
past when IAA helped business pa- 
pers develop uniform rate cards, cir- 
culation statements and other im- 
provements 


Darrow names awards committee 


® Dick Darrow, 
man of the awards administrative 


Baltimore, chair- 


committee of the National Industrial 
Advertisers Association, has ap- 
pointed these committee members 

W.R.Northlich, Cincinnati; James 
E. Totten, Toronto: Robert C. Myers, 
Pittsburgh; Richard F. Corrigan, 
Rockford; George C. McNutt, San 
Francisco; Kenneth J. Bayer, St 
Louis; Carl D. McWade, Chicago: 
and Maurice J. Phillips. New York 





big ‘51 NIAA conneuction. athe Walang / 


<< UP-TO-THE-MINUTE PANEL DISCUSSIONS 


+x FAMOUS SPEAKERS, TIMELY SUBJECTS 
>< FUN AND FROLIC IN THE WORLD’S LARGEST CITY 


= 


GET YOUR RESERVATIONS IN EARLY AND SAVE $5! WRITE TO 


29th Annual Conference 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


1776 BROADWAY, NEW YORK 19, N. Y. 
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Urges fast industry conversion 
but says, ‘no war in 1951' 


® CHICAGO Industrial suppliers 
should get in line for armament and 
other defense orders as fast as pos- 
sible, Dr. Melchior Palyi, economist, 
advised at a meeting of the Chicago 
Industrial Advertisers Association 
He advised this because, he said 
manufacturers will fare better that 
cracks down 


way as Washington 


hard in 1951 with taxes, controis and 
roll-backs. These will come, he pre- 
dicted, despite “no war with Russia 
or China in 1951.” 

He predicted: 

“The United States will pull out of 
Korea altogether because Washing- 
ton wants to follow British appease- 
ment policy. The United States is not 
being defeated in Korea.. just re- 
fusing to be defeated by backing 


away.” 





IN. 


an Simultaneous showing of ten 


movies about industrial advertising 
and sales was the feature of a meet- 
ing of the Engineering Advertisers’ 
Association Chicago 

The films were made available by 
American Rolling Mill Co., Long- 
Bell Lumber Co., Bates Valve Bag 
Co., Western Wheeled Scraper Co 
Crane Co., Sullivan Machinery Co 
Barber Greene Co., and Hollow Tile 
Association 

By having ten projectors, with the 
necessary screens and other equip- 
ment installed, it was possible for the 
audience to make direct comparison 
of the films as to subject matter and 
quality of photography 

Barber-Greene’s film outlined the 
company’s advertising campaign, 
and was produced for use during 
sales conferences. The film enabled 
salesmen to see exactly the types of 
mediums and copy employed in the 
campaign. Business publications 
used were shown, with the position 
of the company’s advertising pointed 
out 

James H. Gregory, Barber-Greene 
Co., staged the ten-film round-up 
® The industrial advertising depart- 
ment should be a partner, not a but- 
ler to the sales department, M. L 
Wilson 


vice-president, Blackmar 
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SS M CBS 
IAA peas ay 


0 


SY ETING 
ELLNG 


Co., New York advertising agency 
told members of the Eastern Indus- 
trial Advertisers at Philadelphia 
Speaking on “Application of Imag- 
ination to Industrial Advertising,” 
Mr. Wilson said there is a “step-up” 
going on in the industrial press . . a 
better editing, better 
representation, ancl better market- 
Likewise, 


advertisers are obtaining the serv- 


striving for 


ing methods industrial 
ices of better men, who are produc- 
ing better industrial advertising 


® The Milwaukee Industrial Adver- 
tisers’ Association is interesting it- 
self in the subject of training techni- 
cal advertising men. A committee 
has been appointed by President O 
C. Dahlman, of the Koehring Co., to 
cooperate with organizations teach- 
ing advertising, with an idea of di- 
recting attention to the industrial 
field 

H. U 
Mfg. Co 


tee 


Webster, Cutler-Hammer 
is chairman of the commit- 


® Bennett Chapple, American Roll- 
ing Mill Co., Middletown, Ohio, and 
president of NIAA spoke before a 
meeting of the industrial division of 
the Cleveland Advertising Club. His 
subject was, “Building Institutional 
Prestige Through Industrial Adver- 


tising.” 


Extensive 
pliers in en 
letterpress 


jisplays and 


The fitly 


spoken .. 
should short 


e 





IVAN is watehing you 


SPONSOR'S NAWE 


Fuel oil jobbers 
use newspapers most 


Jobbers selling fuel oil advertise it 
heaviest in newspapers, a survey by 
National Petroleum News, Cleve- 
land, shows 

The survey showed that 60% of 
the nation’s jobbers use newspapers 

a larger percentage than for any 
other single medium 





NUMBER | OF A SERIES 


i- 


: Why WORLD OIL Is Recommendable 


Format for Readership 


Editorial sectionalizing—there is a full section for each phase 
of the oil producing industry in each issue of WORLD OIL 


insures adequate editorial coverage. 


Whether engaged in exploration, drilling, production or pipe line, 
WORLD OIL readers know they will find enough material of 
interest in each issue to warrant a thorough reading of the issue. 
This thorough readership is synonymous with advertising oppor- 
tunity. The more thoroughly read a publication—the more 
chances advertising has for the attention of the reader. 
Your advertising has a better chance of getting attention in 
WORLD OIL... and getting attention, has a _ better 


chance of getting results! 


Schedule greater oil producing industry sales for 1951— 
Schedule monthly WORLD OIL. 


specialized for exploration, 
drilling, producing, pipe line operations and management 


established 1916 as The Oil Weekly 


P. O. Box 2608 © Houston 1, Texas 


® ® 


932 of the wam who tuy ov specify 982 of all ol tild squipment read Would ob 
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How industrial advertisers 


will increase budgets in ‘51 


® MORE THAN 57% of industrial sup- 
pliers will increase advertising ap- 
propriations in 1951, an annual sur- 
vey by INDUSTRIAL MARKETING shows 

The survey drew replies from 203 
advertisers. A company-by-com- 
pany report of their sales and ad- 
vertising plans, begun in the Jan- 
uary issue, is concluded here 


Republic Rubber Div. 
Lee Rubber & Tire Corp. 


M Huel " 
ign ue seve mer manager 


® We have been using the “case his- 
tory” type of advertisements with 


a story of how a Republic product 


had solved a problem. We “pounded ~ 


Then 
then came “restric- 
then the quantity of 


on the table” for business 
came Korea 
tion” orders 
rubber we could use was cut 

We've long 
enough to know that it would be 
foolish to discontinue advertising in 


been in business 


the face of a temporary back-ordered 
condition. So we've changed our 
1951 plans. No more “case histories,” 

but we're maintaining our sched- 
ules, in fact, our 1951 space budget is 
increased 20 

Our new theme is “conservation” 
and “maintenance.” Each ad will 
feature a “tip” on the maintenance of 
We're 


not doing “institutional” advertising 


industrial rubber products 
We're easing up on product selling 
but we're still selling brand names 
selling service, selling Republic 
We're aiming for deeper penetra- 
tion this year. We want the mainte- 
nance man, the production worker 
the supervisor and the foreman to 
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get the Republic Because 
when we do go back to “pounding on 
the table” selling, we want our name 
known all the way down the line . . 
and maybe by that time the men 


now will be “top 


story. 


“down the line” 
management.” 
Dowell. Inc. 
R. D. Shaw jeneral sales manager 

® We expect 1951 sales to go up . . 
about 20%, but it could easily be 
much more 

War demands are not causing any 
alteration in our industrial advertis- 
ing copy approaches except that pos- 
sibly the time saving factor is far 
more important than it was a short 
time ago and, this will no doubt be 
emphasized more by us than in the 
past year. 

Our advertising authorization for 
1951 is the largest we have ever had 
and not only takes care of higher 
costs of advertising but more adver- 
tising 

It is hoped that our new advertis- 
ing will tap markets we are not 
reaching. Some of our advertising 
will go to introduce new services and 
new products. We are using more di- 
rect mail. We feel that it is very es- 
sential that our sales engineers be 
given all the help possible so that 
their productivity can be increased 

in some way offsetting possible 
manpower shortages 


U. S. Tool Co., Inc. 


M-i itt 


® We have a much more substantial 
backlog then we did a year ago 
However, only a very minor portion 
of our backlog has anything to do 


Ad manager forecast (2) 





with defense orders. It is our opinion 
that the business we now have on 
our books is due to some extent to 
“scare buying.” Our customers may 
have been considering the purchase 
of equipment for some time, and with 
the world situation as it now is, de- 
cided to place orders before priori- 
ties etc. were established. 

War demands have not had any ef- 
fect on our industrial advertising 
copy. We have had to pay the in- 
creased rates for space, and also ex- 
pect increases in production costs. 
However, even in view of these in- 
creases we have upped our entire 
appropriation for insertion of ads in 
a number of new media. The use of 
the new media is mainly to tap new 
markets. 

Parker Appliance Co. 

S. E. Voran advertising manager 

® War demands are not causing any 
notable alteration in our industrial 
advertising copy approaches. We are 
meeting advertising 
production and space costs by pay- 
ing them. Our advertising appropria- 
tion for 1951 will be slightly in- 
creased 


increases in 


Prat-Daniel Corp. 


M ff manager 


® Our advertising for 1951 is budget- 
ed 50% above 1950. This is based on 
anticipated sales in 1951 of 50% 
beyond the 1950 sales. 

Shortages resulting from military 
demands has affected our advertising 
in its approach. Our equipment has 
had the tremendous advantage over 
traditional heating systems in that a 
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Why PETROLEUM REFINER Is Recommendable 


Special Attention 
for a Specialized Market 


The facilities for producing petroleum and refining petroleum frequently 
are integrated in ownership. But seldom is a technical or operating man 
found employed in both. Seldom is he qualified by education or experi- 
ence to transfer his employment from one branch of the industry to the 


other. 


That’s why gas and oil refining, so highly specialized that it ranks as a 
distinct industry, requires sales attention equally specialized. 


For best sales results you have to appeal to the industry’s own buying 
power men—specifically the men who design, build, operate, maintzin and 
manage refining plants. Reach them where their attention is focused—in 
PETROLEUM REFINER, the one ABC publication directing its full 
editorial and circulation efforts to the refineryman’s job and reading 
interests. 

Schedule greater refining industry sales in 1951— 

Schedule PETROLEUM REFINER 


specialized for refining, natural gasoline, 


and petrochemical engineering, operation and mpaagement 


P. O. Box 2608 © Houston 1, Texas 


® © 


Mow oil refining mew pay. te read Rtroleun Refinwr thaw ony, dhe oth paper/ 


February 1951 | 101 





considerable reduction in the use of 
critical materials is called for. We 
have, therefore, accentuated the 
point that heating may still be con- 
sidered since the use of our equip- 
ment permits the installation of a 
heating system for a factory, ware- 
house or other installation, utilizing 
approximately one-third the amount 
of war critical steel 


Milwaukee Electric Tool Corp. 


Meyer sales mana 


® At the present the de- 
mands of the military are very little 
heavier than they were in 1950, but 
we do anticipate that in the next 30 
or 60 this will be 


stepped up. Our backlog is about 


moment 


days greatly 
40° greater than a year ago 

We have increased our advertising 
appropriation 15 for 1951. The 
greater portion of this is in the in- 
dustrial and contractors’ market 
Our efforts in these two markets are 
of recent date, and in order to get 
started in them we feel that addi- 
tional advertising is a necessity 


Whatever 


have are being held in abeyance un- 


promotional plans we 
til we have further clarification on 
regulations, priorities and material 


supplies 


Phillips Conveyor Co. 


® The military situation has cut the 
aluminum supply by 35°; thus forc- 
ing us to cut our production by at 
least that much. Due to a supply on 
hand, we are still holding our own, 
but the 1951 sales will undoubtedly 
go down for us 

We are looking forward to keep- 
ing our advertising but not as ex- 
pansive as 1950 


Eastern Metals Corp. 


® Back 


from 


orders for raw materials 
have doubled 
since outbreak of the Korean War 


One year ago our back orders were 


civilian users 


from three to six months old and 
amounted to approximately $100,000 
Sales for ‘51 should reach °49 sales, 
in raw materials. (‘50 sales 
50 higher than ‘49.) Aluminum 
building products sales may decline 
85°%, due to N.P.A. restrictions 
Present changes in ad costs have 
been absorbed. Any drastic changes 
will be subject to consideration 


were 
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Direct-mail has green light with 
unlimited increase in appropriation. 
DM campaign will have two pro- 
grams. First-to-inform customers of 
restrictions placed on by N.P.A. Sec- 
ond, prospects will be mailed letter 
announcing Eastern Metals Corp. 
and its affiliates as a source of sup- 
ply for prime and sub-contractors 
doing defense orders 


Dependable Machine Co.. Inc. 


>. Monnett sales manager 


® Sales have taken a decline which 
has been caused by part seasonal, 
part government restriction on 
building of houses. These restric- 
tions have put a scare in the small 
and medium size lumber manufac- 
turing plants which are our poten- 
tial customers. They are holding off 
on buying machinery that they need 
and would probably otherwise buy 

Our backlog is probably 5 or 10°; 
lower than a year ago. The restric- 
tions which the government has im- 
posed will hurt our sales for 1951 on 
the products that we have been 
manufacturing. However, we have 
new machines which we are intro- 
ducing and believe that this will 
more than take up the slack . . by at 
least 5 or 10% 

War demands are not causing any 
alterations in copy approaches. Our 
ads are definitely slanted to sel! and 
not to create good will. 

We expect to spend more money 
for advertising in 1951. We will buy 
more space this space is going to 
cost us more because of rate in- 
creases 

Our appropriation increase will go 
mostly to introduce new products 
and to advertise improved products 
We expect to go in several publica- 
tions that we did not use in 1950, but 
we do not plan to tap any new mar- 
kets 
Morse Chain Co. 

mn A rtor tiles promotion manager 
# Our present backlog is roughly 
three times last year’s. Except for 
new products which we plan to in- 
troduce, our 1951 advertising ap- 
proach will remain much the same. 

Advertising and sales promotion 
increases will cover expected in- 
creases in costs and to introduce new 
products. A motion picture film is 
now being prepared and will be the 
only new media we plan to use. 


Seng Co. 

zarth dentiey idvertising manager 

® The current steel shortage has 
prevented us from expanding pro- 
duction (metal parts and devices for 
furniture makers) to meet the in- 
creased demand. Our regular cus- 
tomers have been placed on an allot- 
ment basis. We are unable to take 
new business. We have a large back- 
log of orders. 

Sales in 1951 are expected to stay 
at the same level. (Can’t increase for 
above reasons. Do not expect a de- 
cline.) We cannot advertise for new 
business so most of industrial ad- 
vertising will be curtailed. 

Virtually our entire appropriation, 
which has been increased somewhat, 
will be spent on house magazines. 
One goes to customers; the other to 
our customers’ customers. These 
can help to keep our name in front 
of the industry, to maintain custom- 
er contacts and good will; they can 
keep customers advised of current 
steel situation and can explain, bet- 
ter than ads, our inability to handle 
new or increased business 


Gaylord Container Corp 


Kent Ravenscr advertising m 


imager 
® The military situation has greatly 
increased the demand for our fibre- 
board shipping containers, folding 
cartons, kraft bags and wrapping pa- 
per. This has been caused by the in- 
creased volume of our customers’ 
business, buying for inventory, and 
government orders. We expect sales 
for 1951 will be greater than for 1950, 
but we think that demand may not 
continue throughout the year on a 
level as high as the fourth quarter 
of 1950 

War demands have caused us to 
change our advertising from selling 
copy to institutional. We have had to 
stop asking for inquiries or orders 
because we cannot accept any new 
accounts for the present. We have 
had to curtail direct mail advertis- 
ing and publicity activities for the 
same reasons. 

Our advertising appropriation for 
1951 will be larger than in 1950 in 
order to provide for increased space 
rates, and higher production costs. 


International Register Co. 

H. H. Rosenheim assistant sales manager 
s We now have a backlog of four to 
five months as compared to one to 


ntinued on page 135 





LET PF DECALS put new life into your sales picture! Send 
today for the 16-page booklet, DECAL-WAYS TO SALES plus 
samples of PF decals. See the brilliant, true-color reproduction, 
ease of application! And remember, PF decals are tailormade — 


special decals can be designed for best service on your products. 


Bi] 


brand your product, 
Sell in cost-free space! 


PALM, F 


art services, consultations and estimates without obligation 


Address Dept. 1M2, 220 West 42 Street, New York 18, N. Y. 


CHTELER & C0. 


NEW YORK: E. LIVERPOOL, OHIO + CHICAGO 


+ +1 + + + + + te Oe 
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Editors predict 





In the organic coating field more 
installations for spraying lacquer and 
synthetic enamel at an elevated tem- 
perature (hot spray process) will be 
made. The use of steam rather than 
compressed air to atomize and spray 
paint finishes will attract increasing 
attention. Work on the development 
of special corrosion-resistant aircraft 
primers will be continued. New 
methods of finishing aircraft to pro- 
vide smooth surfaces, particulariy on 
those planes designed to fly at near- 
sonic speed will be devised 

There will be shortages of nickel 
cobalt, 
copper, and also certain resins and 


cadmium, zinc, chromium 
other products used in the organic 
coatings industry. Alternate methods 
of solving finishing problems will be 
devised. One of these, the substitu- 
tion of a tin-zine alloy for cadmium 
in rust-proofing applications, has 


been reported 


Foods 


Candy Industry 


8 It is our prediction that 1951 will 
be the greatest year for the canly 
ndustry, with an increase in sales 
of from 5 to 10% and from 3 to 5 
n tonnage 
Last year more ten cent candy bars 
were put on the market and sold suc- 
cessfully than during any previous 
year. At the present time, practical- 
iy every important bar goods house 
s either offering least one out- 


ll ' 


t nding dime seller 


is preparing 
One of the country’s largest 
zy machine operations is in the 


dst of spending $2,000,000 convert- 


ng its nickel ms in into 


dime 


vendors 


Food Industries 


® Curtailment ymsumer durable 


rods will rel iS€ additional food 


buying power, and wage boosts are 


easing incor M 


buying 


program. But the industry does face 
the task of lowering production costs 
to protect its slim 3% profit margin 
A great deal is being done to reduce 
materials handling manhours and 
make process lines more efficient 
Food processors and manufacturers 
will probably spend more than 
$600,000,000 in 1951 for new plants 
and equipment, principally the lat- 
ter 

Concentrating and freezing of 
citrus juices continues to be the 
fastest growing phase of food proc- 


essing 


The Milk Deale 

s Consumption of bottled milk and 
cream is expected to continue the 
rise that was resumed during the 
summer of 1950, 
slightly below the peak year, 1945 
but will still 


after declining 
Prices will rise slightly 
be relatively low in relation to the 
cost of other foods. Consumption in 
factories and offices will increase 
considerably, as employers encour- 
age drinking of milk to increase effi- 
More will be needed for the 


armed forces 


crency 


Supplies of fresh milk will be 
ample to take care of increased de- 
mand. Availability of equipment will 
depend to a great extent upon the 
amount of stainless steel that is allo- 
cated to the dairy industry, which at 


the present time appears insufficient 
Gas 


Gas 


since World War 


Il, has annually set new growth rec- 


® The gas indust 


ds in almost every category of its 

erations, and can look forward to 
continued growth in 1951 if. The 
if” the international situation 

Shortages in sheet steel and tubu- 
ar goods will pinch; yet the nation- 
al defense aspects ol natural gas ap- 
plications will give it a high place on 
any allocations scale. The security of 
buried pipe is recognized 

There's bes 


w major pipeline construction 


n no letup in the flood 


slications at Federal Power Com- 
ssion headquarters, or in the flow 
the commission's certificates 
Meanwhile 
anies have beefed up their systems 


by adding “loop 


pipeline com- 


major 


* lines and compres- 


sor stations, and lines recently com- 
pleted or already under construc- 
tion promise a big retail market in 
1951. 

The growth in gas appliance busi- 
ness follows closely the spreading of 
natural gas service. Big new selling 
campaigns are in the wind for 1951. 
Look for heavier merchandising by 
utilities themselves. 


Home Furnishings 

Bedding Magazine 

Robert B. Logan, edi 

® Shortages of raw materials will 
make it difficult for manufacturers 
of sleeping equipment to maintain 
last year’s volume estimated at 
$325,000,000. To obtain highest vol- 
ume, they will stretch materials 
through conservation and simplifica- 
tion to increase unit production 
without impairing comfort or quali- 
ty. 

Bedding manufacturers are faced 
with shortages. The linter crop is off 
about one-third and prices are as- 
tronomically high. Wire and steel is 
tight. Latex is not expected to be 
plentiful at any time this year, al- 
though the supply should be as good 
as in 1950. 

While. at present, ticking and up- 
holstery fabrics are in satisfactory 
supply, what the 
coming months will bring, with in- 
creased military requirements and 
the short supply of raw cotton. Raw 
material shortages and increases in 
bedding manufac- 


nobody knows 


costs will find 


turers hard-pressed to produce 
quality equipment at a price the con- 


sumer 1s accustomed to paying 


Institutions 


Tourist Court Journal 
® Based on World War II experience, 
the majority of the nation’s tourist 
courts would not be affected by an 
all-out war. In 1941-1945, 75% of the 
tourist courts were within a 35-mile 
radius of a war installation 

Next year 32,592 rental units will 
be added to present tourist courts 
Present owners and operators will 
build 12,005 rental units in new tour- 
ist courts. In 1951, 6,400 rental units 
will be built in new tourist courts 
run by new owners and operators 


These 50.997 new rental units will 
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supplement the 457,969 rental units 
now existing in 25.874 tourist courts 
Unless some sort of building restric- 
tion is invoked, this expansion will 
go forward 


Lumber 


The Timberman 
s@oToe F mwa editor 
® Completion of ten new factories in 
1951 will increase the annual output 
of softwood plywood by at least 250 
million square feet. Demand for the 
product has consistently run ahead 
of output for more than a decade 
No serious dislocations in the lum- 
ber industry are yet noted as a re- 
sult of the 
Military and industrial consumption 
will take up the slack from the cur- 
tailed housing program ‘ 


rearmament program 


Machine Tools 


Machine Design 


® Machinery sales in 1951 undoubt- 
edly will be well in excess of the 
$35 billion estimated for 1950 
Whereas the high activity of the war 
years was the result of a switch from 
normal production of machines for 
civilian use to emergency production 
of war equipment, now military pro- 
duction is being superimposed upon 
an already high civilian production 
in a period when costs are at an all 
time high 

New developments in high pres- 
sure machine hydraulics as well as 
continued progress in the design of 
electrical and electronic machine 
and the avail- 
ability of new materials such as ti- 


drives and controls 


tanium alloys and metal ceramics are 
providing engineers with more tools 
for improving their designs 
Intensive efforts to redesign ma- 
chines and appliances and their com- 
ponent parts for more economical 
construction should permit manu- 
facturers to hold price increases to 
a minimum even in the face of rising 


costs 


Welding Engin 


® Demands for aircraft. military ve- 


hicles, tanks and other armored 
equipment will result in increased 


106 | Industrial Marketing 


demands for all types of welding 
equipment during 1951. 

Rehabilitation of the Merchant 
Marines will see much welding in 
the ship repair yards. The problem 
of industrial maintenance during 
material shortages will also increase 
the demands for welding equipment 
and supplies. 

Further curtailment of industrial 
construction will undoubtedly see 
NPA orders requiring the use of 
welding in the fabrication of steel 
structures of plants because of 
the savings of materials made possi- 
ble by this method of joining 


Materials handling 

Modern Materials Handling 

® Materials handling equipment 
sales will probably exceed $1 billion. 
Trends include the development of 
improved shipping dock facilities to 
expedite the loading of motor trucks. 
The adjustable dock and the many 
special truck-loading devices are in- 
creasing the trend toward shipping 
by truck. 

At least one railroad is offering 
LCL shippers the use of a standard 
container at no extra charge. This 
metal box can be filled with :fuscel- 
laneous packages so that individual 
protective packaging, labeling, etc. 
are eliminated. New, easily ioaded 
béxcars are under development. 

There’s considerable emphasis on 
new types of fork trucks for high lift 
tiering 


Manufacturing 
Product Engineering 


7 } NN 1enr t, edalior 


® To meet military and civilian re- 
quirements, the designs of products 
and machinery will have to be re- 
vised to make possible their produc- 
tion with the use of less material and 
few er man hours 

It will be necessary to simplify de- 
signs. In many instances materials 
will have to be substituted. Much of 
the saving in materials will come 
through a reduction in the number of 
parts, greater standardization, inter- 
changeability, and greater use of 
prefabricated assemblies. 

Many of the parts will have to be 
redesigned to permit production by 
newer and faster production meth- 


ods 


Metal-Working 
John Haydock, editor 
® Production will be good but hard 
put to meet military and civilian de- 
mands. Shortages of manpower, 
steel, many non-ferrous metals and 
other materials will limit production. 
Aircraft 
strongly stepped up, will continue to 
expand. Deliveries of machine tools 
are slowed because of large backlogs 
of orders. Washington will extend 


manufacture, already 


restrictions on manufacture of metal 
products and their civilian use 


Metals 


Foundry 

William G. Gude, managing editor 

® Heavy production of metal cast- 
ings is in prospect for 1951. A sharp 
upturn the second half of 1950 car- 
ried the output of gray iron, steel, 
malleable iron, aluminum, magnesi- 
um and brass and bronze castings 
close to the 1948 record of 16,200,000 
tons. 

The importance of castings for 
both military and civilian products 
will sustain foundry activity close 
to the 1950 level. Temporary inter- 
ruptions may accompany the shift to 
manufacture of defense items. 

Foundries ordered two to three 
times as much plant equipment the 
second half of 1950 as in the like 
1949 period. The outlook points to 
a continuation of this demand 


Western Metals 


Paul Lady, advertisin 


® The western aircraft industry has 
embarked on a program of full de- 
fense production, and industry lead- 
ers estimate that eight western air- 
frame plants will spend $60,000,000 
during 1951 for metalworking ma- 
chinery and processing equipment 
alone. Aircraft assembly, too, will re- 
quire the full scale production of 
hundreds 
many major government contracts 
(exclusive of aircraft) are being 
placed in the western area. 


of sub-contractors, and 


The western automotive industry, 
largely a postwar development, cur- 
rently is turning out more than 
75,000 passenger cars and trucks a 
month, and local parts production is 
expanding rapidly. Ford Motor Com- 
pany’s west coast purchasing pro- 


ontinued on page 132 
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New and Larger Quarters 


ri 


on the “World’s Busiest Corner” 





in the State-Madison Building 


Chicago headquarters for traffic-trans- 
portation management publishing and 
education are now in a new, enlarged 
office in the State-Madison Building. 


Right in the heart of “the Loop”, the area occupied 
by the Traffic Service Corporation comprises 9,500 
square feet. Our new quarters are in harmony with 
the complete remodeling of this famous Chicago 
landmark, the old Boston Store. The new Traffic 
Service offices are modern, spacious—functionally 
designed with many new innovations in 
decorating and lighting for more efficient operation. 


With Chicago as the center of transportation in 
the United States, as well as the entire world, this 
new location will materially help to promote 
better service through Traffic World, Traffic 
Bulletin, Transportation Supply News, 

and the College of Advanced Traffic. 


THE 


TRAFFIC SERVICE 
CORPORATION 


General Offices 
WASHINGTON 5, D. C. — 815 Washington Bidg., Sterling 7325 


CHICAGO 2— 22 West Medison St., Phone: Financial 6-0012 
NEW YORK 17 — 122 East 42nd Street, ORegon 9-3188 


Since 1907 

For 44 years, the Traffic Service Cor- 
poration has been devoted exclusive- 
ly to traffic-transportation manage- 
ment publishing and education. 
There is no other publishing-educa- 
tion institution like it. That's why it 
isknownas “America’s headquarters 
for traffic-transportation manage- 
ment publishing and education”. 
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If your markets are being 
hit, you can find helpful in- 
formation on “war baby” 
outlets for your products 
in the new 1951 INDUS- 
TRIAL MARKET DATA 
BOOK. 


is blowing some 
markets “down” 
...- Others “up” 


While the full impact of the war is yet to be felt by 
some industries, many are already faced with the 
problem of finding new markets. The extent to which 
your own business is effected when the real “squeeze” 
is felt, will largely depend upon what you know and 
are doing about developing non-restricted markets 
for filling production holes caused by materials 
allocations. The task of cultivating so-called essen- 
tial markets can be a lot easier if you will study and 
refer to the new 1951 INDUSTRIAL MARKET 
DATA BOOK. It will give you basic facts and 
figures which will assist you materially in building 
sound sales and advertising plans necessary to gain 
your share of available business. 

> 





—_ 


THE Hew 1951 


INDUSTRIAL MARKET 
DATA BOOK 
The One and Only 


Fact-Packed Reference on 
Both Markets and Media 
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The NEW 1951 
Edition contains... 


1. Latest data in words, figures and charts on sales, 
production, consumption, number and geographical 
distribution of companies, buying trends — plus a 
score of other factors significant in selling and ad 
ertising to the 85 major classifications of trades and 
industries, broken down into 285 sub-classifications, 
in detail. Information is compiled, 
with sources indicated, from government agencies, 


other expert 


ire presented 


trade associations, publications and 


sources with the result that several sides of most 
market pictures are exposed for your evaluation 


2 2 classified according 


é Uver @ 


» markets served, are listed with details on rates, 


300 business papers, 


irculations and mechanical specifications 
3. Approximately 200 leading business magazines 
ke available to you through paid space their own 


ormative data on markets, coverage and services 


4. Trade association names and addresses, élassified 
iccording to markets served, are included to aid you 


in directing inquiries for special information 
! t ju f | lint t 


5. Market studies especially prepared by business 


publications are digested and catalogued by markets 
Copies inquiry to 


IMDB’s Reader Service 


will be delivered to you upon 


Department 
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Employe,. public relations 


100 page 





last June, was immediately sched- 
uled for showing to non-members of 
the plan and eventually to all 
Doubieday employes . . at headquar- 
ters, the printing plants, the Canadi- 
an facilities, and all the Doubleday 
retail stores in the United States ..a 
total of almost 4,000 employes 
Doubleday reports that the film 

and the entire program..has been 
phenomenally successful. The pro- 
gram is a voluntary one, of course, 
and today 99°; 
bought the plan. A year ago only 


of all employes have 


72° of the employes participated 

In looking around for places in 
which to distribute the praise, man- 
agement has given credit to the film 
first, the film 
itself has entertainment value apart 


on two major counts 
from any message it conveys, and 
second, the various benefits are pre- 
sented to the employes in terms of 
what they would like to get out of 
the insurance plan. The budget for 
the film was arrived at by allotting 
approximately $1.50 per employe 

To fortify the film, the company 
prepared a booklet describing the 
various benefits of the plan. Em- 
ployes can examine the plan in de- 
tail by thumbing through the book- 
let. Since so many points are covered 
in the film, the audience was not ex- 
pected to remember everything. The 
producers accordingly recommended 
that the film be regarded mainly as a 
medium to urge employes to read the 
booklet carefully. The film became a 
promotional piece for the detailed il- 
lustrated booklet 

To present the film in comfortable, 
satisfactory surroundings to 4,000- 
odd employes widely distributed 
throughout the country and in Can- 
ada, programs were arranged in con- 
ference rooms, lunch rooms and 
salesrooms. An effort was made to 
keep the groups as small as possible 

usually 15 or 30 persons saw the 
film at one time. Many of those wit- 
nessing the film were already mem- 
bers of the plan, but most expressed 
an interest in seeing it, to freshen 
their memories on certain points and 
to learn of new features of the plan 
announced for the first time in the 
film 

The basic thinking in connection 


with the film was supplied by Rob- 
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He bucks minority complaint 
with a school for supervisors 


® SEVERAL WEEKS AGO an industrial 
company in New England began a 
training course for plant supervisors. 
This announcement is not, in itself, 
earth-shaking, but circumstances 
that led up to the ringing of the 
school bell pack interest 
Pitney-Bowes, 
postage meter 


The company is 
Stamford, Conn., 
manufacturer, which conducted an 
employe opinion poll last year under 
the direction of the Tuck School of 
Business at Dartmouth College. The 
poll revealed a generally healthy at- 
titude among P-B employes and un- 
earthed comments..good and bad 

all of which were published in a 
special issue of the employe journal. 
For most companies, that would be 
the end if it 
be pleased with the praise, and 


the company would 


propmtly would forget the criticisms. 
Not so Pitney-Bowes. The poll had 
reflected that a minority of employes 


questioned the fairness and some of 
the techniques of supervisors. Some 
supervisors themselves had asked 
for training in bettering relationships 
with the supervised. Accordingly, 
Pitney-Bowes has become the first 
company in the state to sponsor such 
a refresher course at the University 
of Connecticut. From president to 
foreman, the men have been brush- 
ing up on their jobs 

In the entire, thick book of em- 
ployer-employe communication, 
there is not a chapter that isn’t cov- 
ered by Pitney-Bowes. It uses every 
accepted device of communication, 
and several pioneering ones of the 
company’s own creation. All this is 
in a company of fewer than 3,000 
employes, while organizations ten 
times that size blunder along blind- 
ly with little or nothing in the way 
of communications, wondering why 
the employes don’t love them more. 

The good programs are always 
sparked at the top. At P-B they are 
shaped and encouraged by President 
Walter H. Wheeler, Jr., who takes an 
active, aggressive interest in his 
company’s industrial relations. He 
presides at jobholder meetings, 
meets with his industrial council, sits 
in with the supervisors, helps in the 
planning of the employe publication, 
the annual report, the informational 
handbook. He’s at the open house, 
knows what's on the bulletin boards, 
writes his own president's letter, and 
mingles constantly with workers. 

Mr. Wheeler is a community 
workhorse, believing that his job 
calls for contributions in time, effort 
and money to worthy national, state 
and local causes. A former Harvard 
football captain, he served with dis- 
tinction in both wars 


ert Rubin, of Pathescope, who work- 
ed closely with Doubleday in the 
writing and designing cf the film. 
Realizing that it would be untealistic 
to try to convince audiences of the 
importance of each separate point of 
the plan, the company decided that 
the most realistic approach would 
be to create confidence in the plan 
among employes, to give them the 
feeling that the plan was sound and 
generous in every respect. In this 
way, the film could build a sense of 
security among employes, both to- 
ward the plan and, in the broader 


sense, toward the company itself 

In terms of attitude building, it’s 
a lot more difficult to measure the 
success of the film than it is to see 
how many employes bought the plan 
after seeing the film and reading the 
booklet. Clearly the benefits from 
such an attitude building program 
are longer in range, and must there- 
fore be measured over a longer peri- 
od. However, the company feels that 
in many respects these long range 
benefits will be the greatest achieve- 
ment of the film, as well as of the en- 
tire group insurance plan. 





"What are your objectives 
for the 50's?" 


SS 


> 


We're stuck with a calendar 12 months long... and 


for most purposes it serves admirably. 


But it can be a mistake to let our thinking bog down 
in “the twelve month rut.” It is convenient and natural 
to base our planning on what we expect to accomplish 
during the coming year... but year-to-year planning 


can cause a business to miss some golden opportunities. 


tid 


Plant expansions, modernization of production facilities, 


and similar capital expenditures customarily require 


and receive long-range consideration. 


Why sheuldn’t the same long-range thinking be applied 
to the advertising and selling program? Advertising 


should be looked upon as a capital investment. Basically, 


it shows results and pays dividends on a long term 
basis. The advertising program cannot, of course, ignore 
the objectives for 1951... but it is even more important 


that it tie in with long-range objectives. 


Right now it is particularly difficult to break our think- 


ing away from immediate problems. 


} \ 
je 


But take a moment to try to visualize the next ter 


/ 


years. Regardless of developments in world affairs, 1960 
will see a greatly expanded economy. There will be 
more families, more homes, more production, more 
income ... more of a market for every business. Some 
new companies will be dominant factors in the expanded 
economy of 1960... many old firms will be larger and 
stronger than ever. These successful companies will 
have had the benefit of long-range planning . . . for the 
position they hold in 1960 will be the result of the work 


they did in 1951... and 1954... and 1957. 


Let’s lift our sights beyond the next twelve months. 
When we consider investments in advertising, let’s ask, 


“What are our objectives for the 50’s?” 


THE 
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Beard approves 


Circulation policy arguments 
have boosted business paper 


standards, says ABP head 
® CHICAGO The paid-versus-free 
circulation controversy that rocked 
the business paper world in the past 
several years has left it stronger 
than ever, with improvements that 
hardly would have come if publish- 
ers had listened to the “harmony 
William K. Beard, president 
Associated Publications 
asserted at a meeting of the Chicago 


boys,” 


Business 


Business Papers Association 

He pinned the “harmony boys” 
label on those who were reluctant 
to air circulation policy differences 
publicly on grounds that it would 
hurt business papers generally in 
their competition with other media 

“Business papers have an obliga- 
tion to their advertisers, their read- 


ers and themselves to get circulation 


Cws 


of industrial sales and advertising 


paid-free tiff 


“The 
guise of ‘peace and neutrality’ only 
protects the publication that isn’t 


out in the open,” he declared 


doing a good circulation job 

“If you've got to choose between 
unity and controversy or disunity, 
then I'll take disunity. The resultant 
outweigh any 


improvements far 
harm done 

“Now that we have got paid- 
versus-free out in the open, we have 
gone about upgrading standards of 
As a re- 


That 


business paper circulation 
sult, competition is stronger 
is good ¥ 

“It is stupid to say, ‘let’s not talk 
about our product.’ What’s wrong 
with competition? It is only the guy 
who is trying to hide something who 
soft-pedals circulation policies.” 

Asserting that individual 
publications have raised their stand- 
ards as a result of the paid-free 


many 


fight, he declared 
“The Controlled Circulation Audit 


IM editorial achievement 
competition closes May 1 


® cuicaco . . The 13th annual editori- 
al achievement competition for edi- 
tors of business papers 
May 1. 

The competition, conducted by 
INDUSTRIAL MARKETING, is designed to 
stimulate and recognize excellence 


will close 


of editorial content in business pa- 
pers. 

More than 30 plaques and certifi- 
cates will be awarded to winning in- 
dustrial, merchandising and profes- 
sional business papers. Entries based 
on material published in 1950, can 
be submitted in five classifications . . 
(1) for the best single article, (2) 
for the best series of articles, (3) for 
the best single issue, (4) for the best 
graphic presentation and, (5) for the 
best original market or technical re- 
search. 

Awards will be presented at the 
National Industrial Advertisers As- 
sociation’s annual conference June 
24-27 at New York. Additional in- 
formation is available from Editorial 
Competition Secretary, INDUSTRIAL 
MARKETING, 200 E. Illinois, Chicago. 


President Truman presents 
publishing award to Wooton 


® WASHINGTON . . President Truman 
presented the new Silver Quill award 
of National Business Publications to 
Paul Wooton, of Chilton Publica- 
tions, at a dinner attended by 500 
government and industry officials. 

The presentation climaxed a day 
of meetings by 100 members of the 
Society of Business Magazine Edi- 
tors, of which Mr. Wooton is chair- 
man. He is Washington member of 
the editorial board of Chilton 

The Silver Quill will be awarded 
annually “to that person from busi- 
or the 
Congress or any 


ness, industry professions, 
government or 
other walk of life who has rendered 
outstandingly meritorious service in 
behalf of the business press.” 

The award to Mr. Wooton was in 
recognition of 30 years of service 
here, where he was instrumental in 





= FABRICATORS, DESIGNERS AND CONSTRUCTORS 
SERVING THE CHEM/CAL PROCESS INDUSTRIES 


CUS shout CHEMICAL ENGINEERING 
a ron A VITAL, EFFECTIVE SELLING TOOL.... 





“FROM FLOW DIAGRAMS AND SLIDE RULE TO FABRICATION AND 
ERECTION... THAT BEST DESCRIBES THE SCOPE OF OUR SERVICES,” 
says EUGENE W. MOORE apvernisine Executive, FOSTER 
WHEELER CORP «11's A copy LINE FROM A RECENT AD IN 
CHEMICAL ENGINEERING AnD A‘ REASON WHY’ WE USE 
THIS MAGAZINE TO ADVERTISE OUR WIDE RANGE OF PROCESS 
EQUIPMENT AND CONSTRUCTION SERVICES. C.&. REACHES KEY 
MEN WITH BUYING INFLUENCE IN DESIGN, CONSTRUCTION, OPERATION 
AND PLANT MANAGEMENT IN THE CHEM/CAL AROCESS FIELD.” 


m | fh INDUSTRY'S SUPERMARKET 
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4S THE CPL. _.MORE CONSTRUCTION 
AND EQUIPMENT BUYING THAN ANY OTHER 


Seon) MANUFACTURING GROUP NEARS BILLION 
IN’SO/ THIS YEAR'S FORECAST EVEN HIGHER. 





INDUSTRIES. AN APPROPRIATE 

SLOGAN, TOO... NEW, PLANTS AND 
PRODUCTION METHODS 
CONSTANTLY NEEDED 
































C.E.’s EDITORS ARE ALWAYS 
ON THE MOVE.VISITING PLANTS 

AND SEEING THEM BUILT 
PROVIDING*ON THE SPOT” COVERAGE 


OF ALL THE C.P/. 
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THE HEINN COMPANY 


Export ad volume rises 
$1,000,000 in 1950 


WISCONSIN 


Write today 


In-Prospects 


FLORIDA STREET 
4, 


We'll be 


ym them 


s prospect 
ales 


® EXPORT ADVERTISING increased by Fifty agencies placed 75 or more 
pages of advertising in export pub- 


lications in 1950. They are: 


what is reliably estimated at more 
than $1,000,000 in dollar volume last 


. and GREATER Sales! 


326 WEST 
MILWAUKEE 


CII ILLUCLEM LAR 4. ad, ARAL Cae Pee 


LEARN about HEINN .. 
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year 

An annual survey by Export Trade 
& Shipper, New York, shows that 
945 advertising placed 
19,578 in 62 
American business papers and gen- 


agencies 
pages of advertising 
eral magazines circulated abroad in 
1950. Dollar volume was estimated 
at substantially more than $7,000,000 

This was an important gain over 
export advertising in 1949, when 914 
agencies placed 19,205 pages for an 
estimated dollar volume of $6,000,- 
000 

The peak year was 1947, when 970 
agencies placed 21,512 pages. Export 
Trade & Shipper made no estimate of 
the dollar volume for that year 
placing the largest 
number of pages in 1950 was J. Walter 
Thompson Co., with 1,373 a gain 
of 590 pages over its 1949 total. In 


The agency 


the runner-up slot was Irwin Vladi- 
mir & Co., as com- 
with a 1949 total of 794.5 


pages. Second place was an unusual 


with 824 pages, 


pared 


spot for Vladimir, which until this 
year had finished on top annually 
since 1940, when the annual survey 
was begun 

Export Trade & Shipper said that 
the figures were conservative be- 
cause many exporters place their ad- 
vertising direct, without the services 
of agencies. The survey covered only 
agency -plac ed space 


Export space . . 1940 to 1950 





Agencies 
1940 3,600 351 
1941 4,579 402 
142 020—0—té‘i‘«;‘*‘«S:CSS 405 
1943 8,282 383 
11876 
18.141 709 
19.723 845 
“21,512 970 


Year Pages 




















19.935 900 
19,205 
19,578 945 


1950 1949 
J. Walter Thompson Co. 83 
Irwin Viadimir & Co.. Inc. i 442 
McCann-Erickson. Inc. 494 
Robert Otto & Co.. Inc. 
Grant Advertising. Inc. 
National Export Adv. 
Service. Inc. 
Foreign Adv. & Service 
Bureau. Inc. 
G. M. Basford Co. 
Buchen Co. 
Batten. Barton. Durstine & 
Osborne. Inc. 
Russell T. Gray. Inc. 
Gotham Advertising Co. 
Cocktield. Brown & Co.. Ltd. 
Young 6 Rubicam. Inc. 
Export Adv. Agency. Inc. 
Charles W. Hoyt Co.. Inc. 
Meldrum & Fewsmith. Inc. 
Roche, Williams & Cleary 
Foote, Cone & Belding 
James Thomas Chirurg Co. 
Compton Advertising. Inc. 
Griswold-Eshelman Co. 
Leeford Advertising 
D'Arcy Advertising Co.. Inc. 
McKim Advertising Ltd. 
Fuller. Smith and Ross. Inc. 
Bert S. Gittens. Advertising 
J. Roland Kay. Inc. 
Albert A. Drennan. 
Advertising 
Gray & Rogers 
Arthur R. Mogge. Inc. 
Harold F. Stanfield 
Sutherland- Abbott 
Walsh Adv. Co.. Lid. 
Gardner Advertising Co. 
Van Auken & Ragland 
Stevens 
Ewell & Thurber Associates 
MacLaren Adv. 
Horton-Noyes Co. 
Andrews Agency 
Cunningham 6 Walsh 
Ross Roy. Inc. 
Vansant. Dugdale & Co. 
Potts-Turnbull Advertising 
Bass & Co. 
Oakleigh R. French & Assoc. 
Hazard Advertising Co. 
Sweeney & James Co. 
Dozier-Graham-Eastman 
Walker & Downing 





In Kimberly-Clark paper-making... 


79 Quality Checks Mean 
Finer Printing for You! 


FINISHED ROLLS AT KIMBERLY-CLARK 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For at 
Kimberly-Clark, the industry's most 
complete quality control system as 
sures premium quality press perform 
ance and reproduction —at the cost 
of ordinary paper! 

You'll see new whiteness and bright- 
ness, feel new smoothness, in all four 
Kimberly-Clark papers. In make- 
large or small 


ready, on presses, 


THE NEWEST “LOOK” IN QUALITY-CONTROLLED PAPER! 


youll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved 
with less waste. 

So, regardless of your paper re- 
quirements — for long runs or short 
runs, advertising pieces, magazines 


look to Kimberly- 
Clark for printability at its best 


or house organs 


Stop that log! All improperly barked logs are 
removed and reprocessed before being used 
Only the finest of special ingredients, too, are 
accepted — like the new, exclusive LongLac sul- 
phate fibers. That's why this paper is whiter, 


brighter, and remarkably cleaner than ever before. 


A sheet of paper is born on the Fourdrinier 
wire as whitewater arains away. The coating 
then applied provides a mirror-smooth surface 
of unusual whiteness, permanence, uniformity. 
With inks held buoyantly to the surface, type is 


sharp and clean, colors strong, active, vigorous. 


Bright ? Right ! The brightness test is just one 
of 79 checks made on each lot of paper. This 
control system is the Kimberly-Clark way of 
making sure that your purchase of coated paper 
gives you the press performance and reproduc- 


tion of a higher-priced sheet. 





Before choosing any printing paper 
New HIFECT* Enamel with sulphate 


cooked fibers added. Permanence, foldabil 
ity, dimensional stability make Hifect ideal 


for covers or any fine letterpress printing 


New LITHOFECT™ For offset printing 
Provides a moisture- and pick - resistant 
coating. Offers outstanding foldability. Ren 


ders colors without loss of density 


— Look at Kimberly-Clark coated papers 


New TRUFECT* Whiter, smoother. folds 
even better than before. Trufect, for letter 
press, offers faster ink setting time, greater 


press dependability, finer reproduction. 


New MULTIFECT* An economy sheet 
for volume printing. Now Multifect has 
added strength, better foldability, greater 
uniformity ream-on-ream than ever before 


KIMBERLY- CLARK 


CORPORATION 
NEENAH, WISCONSIN = 


February 1951 





HOW 


to talk to your 
customers... 


Today’s problems . . . shortages, 
delayed deliveries, conversion to 
war-time production . . . place new 
responsibilities on advertising. 

“What to Say. . . in your Busi- 
ness Paper Advertising ... Today,” 
anew McGraw-Hill booklet, sug- 
gests copy themes that have been 
tailored, by experience, to the 
problems confronting many com- 
panies. Included is a check chart 
and examples of advertising ap- 
plications. 


YOUR 
McGRAW- 
HILL 
MAN, 
or write us 
jor your copy 


McGRAW-HILL 
PUBLICATIONS 


IA 


330 West 42nd St. 5 Wew York 18, 4.7 


ot Chee eeeeereeerereseres *. 
© © eeeeeeeeeeeeeeeeeeeee ® * 
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ABP told editorial content 
needs emergency streamlining 


More 
and impact in editorial presentation 


@ NEW YORK power, speed 
are needed today by business papers 
to meet the needs of the current 
emergency, George E. Dusenbury, 
publishers’ consultant, told members 
of the Associated Business Publica- 
tions at its second annual eastern 
clinics 

Illustrations in most business pa- 
pers are too small and captions are 
Emphasizing that 


readers read heads and look at pic- 


too long, he said 


tures and captions before reading a 
story, he suggested that the story 
pick up from there without repeat- 
ing anything and carry on without 
unnecessary preliminaries. He also 
said that 

The letters-to-the-editor depart- 
ment is usually over-rated. Time and 
Life with their large circulations re- 
ceive 100 or 300 letters a week. Most 
of the letters are about mistakes. 
Most of the letter writers fall into 
two categories: cranks and publici- 
ty seekers. The news value of letters 
is questionable, particularly on a 
monthly publication. 

Speakers at the editors’ clinic, 
sponsored by the National Confer- 
ence of Business Paper Editors, an 
affiliate of ABP, discussed technical 
aspects of editorial work. 

W. T. Stuart, editor, Electrical 
Construction & Maintenance, said 
that new-product and other techni- 


rertisers Association 
r, executive president, M 


New Y 


cal inquiries from readers have 
grown so swiftly in importance and 
quantity that the publication has es- 
tablished a special department to 
handle correspondence. A group of 
consultants have been retained at 
nominal fees to answer questions. 
L. C. Morrow, consulting editor, 
Factory Management & Mainte- 
nagce, was elected president of 
NCBPE. Other new officers included 
Eldridge Peterson, editor, Printers’ 
Ink, eastern vice-president; Edward 


Gavin, editor, Builder, 


western vice-president; and Samuel 


American 


Kaylin, administration edition, Chain 
Store Age, secretary-treasurer. 
Members of the executive commit- 
tee include S. R. Bernstein, editor, 
Advertising Age; Roger Barton, edi- 
tor, Advertising Agency; C. M. Bur- 
nam, Jr., editor, Heating, Piping & 
Air Conditioning; T. C. DuMond, 
editor, Materials & Methods; Julien 
Elfenbein, editorial director, home 
furnishings group, Haire Publishing 
Co.; Bror Nordberg, editor, Rock 
Products; P. W. Swain, editor, Pow- 
er; and C. B. Tavenner, editor, Rail- 
way age 
Walter L. Davidson . . ha 
ales manager, heating 


Pitteburch 


Traffic Service Corp. . . 


- World T 
Ww id, i 
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Hospital Progress. | 3's 
Medical staff, 


and the 
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This Magazine stimulates 


hospital activities, Sutevest 


and keeps its 


Sincerely yo 


Sister mu. hy 
i 
Administrator om ® Sa 


, 








Says 
SISTER M. VERONICA, R.S.M. 
Administrator 


MERCY HOSPITAL, Baltimore, Md. 


Covers All Buying 
Influences in the Hospital 


Buying practices in the hospital field do not 
follow any prescribed pattern. To sell the hos- 
pital you must have coverage of every level 
of buying influence — you must reach and 
make your sales story available to the ad- 
ministrator and all the department heads using 
your product. 

Only Hospital Management gives you this 
essential coverage of all hospital buying in- 
fluences because it is the only publication 
which is editorially departmentalized to in- 
clude every department in the hospital. That 
is why leading hospital administrators like 
Sister M. Veronica of Mercy Hospital regularly 
route Hospital Management to their depart- 
ment heads for reading. This procedure is fol- 
lowed by more than 88% of all hospital ad- 
ministrators receiving the magazine. 


Hogan ® © 
Management 


Hospital Management covers the big, active 
and booming hospital field more thoroughly 
than any other magazine. It has the largest 
paid hospital circulation, leads in unit hospital 
coverage and reaches into all departments 
with impact and penetration. For powerful 
advertising and increased sales to the greatest 
hospital audience, decide now to make Hos- 
pital Management your No. 1 medium for 1951! 


WRITE TODAY for your copy of our Readership Penetration 
Survey; Chapelle Ad-Readership Analysis; Hospital Architect 
Survey, and Food and Equipment Survey. 


200 EAST ILLINOIS STREET * CHICAGO 11, ILLINOIS 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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PREFERRED A2ccéiag 
WITH THE MEN WHO Hehe 


INDUSTRIAL ADVERTISING 


“Produces 
information 


that is needed ~ 


Says J. S. McCULLOUGH 
Manager, Sales Promotion & Advertising 
THE YALE & TOWNE MANUFACTURING CO. 


"Keeps us abreast 
of industrial 
activities ~ 

Says JOHN L. MAGRO 


Vice President, Cincinnati Office 
RUTHRAUFF & RYAN, INC. 
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“INDUSTRIAL MARKETING is and has been for many years 
‘must’ reading because I know that it has and will continue to pro- 
vide me with many worth while concepts and ideas in my own adver- 
tising and sales promotion activities. My file of clippings from 
INDUSTRIAL MARKETING is well used and very often it pro- 


duces just the information needed.” 


J. S. McCULLOUGH 


Old in years of experience, Mr. McCullough has been associated with indus- 
trial advertising directly since 1927 and has been manager of sales promotion 
and advertising for Yale & Towne Manufacturing Co. since 1937. He has 
been past president of the Eastern Industrial Advertiser’s Association and 
has been very active in this organization for several years. His other activities 
cover the American Marketing Association. Exhibitors Advisory Council and 


other « rganizations that contribute to better adv ertising and sales promotion. 


“It occurs to me that you might like to know that we here in the 
Cincinnati office of Ruthrauff & Ryan regard INDUSTRIAL MAR. 
KETING as outstanding in the field. It so happens the reason we 
are so familiar with INDUSTRIAL MARKETING is that in this 
area—so highly industrial, as you know, we have a number of ac- 
counts in this field, and in the daily business of keeping abreast of 
industrial activities, it is only natural that we should come to know 
INDUSTRIAL MARKETING. The reporting of problems en- 
countered by other companies in this field frequently gives us better 
prospective on our own accounts. Your editorial comments, and 
such features as your ‘Copy Chasers’ section, are not only inter- 
esting, but downright useful. We are taking time out from a busy 
day to write this letter because we think you should know that we 
are enthusiastic readers of INDUSTRIAL MARKETING, and 
applaud the fine job you are doing.” 


JOHN L. MAGRO 


John L. Magro, to put it lightly, is a busy man. In addition to his full sched- 
ule as vice president and manager of the Cincinnati office of Ruthrauff & 
Ryan, Inc., he finds time to play an active role in many advertising and civic 
activities. He is governor of the Southern Ohio AAAA and serves as a mem- 
ber of the Metropolitan Housing Authority, The Executive Committee of 
the Cincinnati Summer Opera Association, The Child Guidance Home and 
the Better Housing League. He is also a trustee of the College of Music and 
the College of Pharmacy. 





“Reading INDUSTRIAL MARKETING gives an advertising man 
a sound operating pattern that keeps his copy helpful to the buyer 


"Pr e . es 
ovides a most and, hence, lessens the selling cost of the seller. Advertising men, 


both with agencies and advertisers, can look upon INDUSTRIAL 


* - 8 MARKETING as a continuing and most helpful education in in- 
helpful education dustrial marketing and advertising.” 


? 
Says a came Gammon J. EARL BRENNAN 


Often referred to as the “Dean of Southwestern Advertising Men,” J. Earl 
Brennan is a recognized specialist in the field of industrial advertising, and is 
BRENNAN ADVERTISING AGENCY well known as a writer and lecturer on advertising. A director of the NIA, 
he was elected head of the Houston chapter for 1949-50. One of the few 
advertising executives in the Southwest to be included in Who’s Who publica- 
tions, his advertising for a Houston bank was given the highest rating in the 
United States in 18 issues of Bank Ad-Views in 1932-33. At the tenth an- 
nual convention of the American Federation of Advertising, he received the 
first award given for magazine advertising. He was graduated from Potsdam 
State Normal College in 1908, and Colgate University in 1914, with an engi- 
neering degree. In 1917, he took advertising and marketing graduate work 
simultaneously at Carnegie Tech and Duquesne University. Mr. Brennan 
was an instructor at Carnegie Institute of Technology in management engi- 
neering in 1917-18, was with the U. S. Army Chemical Warfare Service in 
1918, and resident auditor of the U. S. Shipping Board at Beaumont and 
Houston for several years. He opened his Texas agency in 1925. 


President 


“Your publication, INDUSTRIAL MARKETING is ‘must’ read- 


A ° e : 
It Is must reading ing for every executive in the industrial and business field. It is an 


old friend of mine, for I have read it through the years when I was 
for every an advertising manager, sales promotion manager, sales manager, 
vice president, and now that I am president, it is still one of the few 
e a7 . . . . : 
executive publications that I have time to read. In our ever-changing business 
world we must have some standards by which we measure our vari- 
g ous activities and to look to for our bench-marks. INDUSTRIAL 
Jays BOB HAMILTON MARKETING is such a book, so please continue to realize your 


President responsibility to us.” 


THE DUMORE COMPANY 
BOB HAMILTON 


Graduating from Notre Dame in 1934, Bob Hamilton started as a clerk 
with The Dumore Company and, following a series of rapid promotions, was 
made president of the firm in 1947. During this short span, Mr. Hamilton 
has served as firm’s advertising manager, sales manager, vice president and 
member of the board of directors. In addition, he became chairman of the 
board of directors of Greene Manufacturing Co. in 1944 and vice president 
since 1947. He is a member of the NIAA; past director of the Electrical 
Tool Institute; past president of the Milwaukee Assn. of Industrial Adver- 
tisers; and past chairman of the American Supply & Machinery Association. 
He is also actively engaged in the affairs of numerous other associations and 


‘etagapeteneneaprec sp merece sanenansnonece 


clubs, and is a contributor to various trade publications. 


iP} BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 
200 EAST ILLINOIS ST. + CHICAGO 11 
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The 14 Southern States are now 
engaged in a building program de 
signed to boost Southern Hospital 
facilities to a level equal to the 
national average. This tremendous 
undertaking involves the spending 
of over $921 million for buildings 
and equipment, and, in 1949, South- 
ern Hospitals already under con 
struction or in the blue-print stage 
were valued at better than $267 


million 


No other section of the country 
offers such a great potential for new 
hospital equipment. That is why the 
Southern market warrants its own 


publication and your own EXTRA 


sales effort 





0 
49 1s OF ALL NEW 


HOSPITAL EQUIPMENT NEEDED 


is NEEDED IN THE SOUTH 


Southern Hospitals is the only 
journal that gives complete concen- 
trated coverage of this booming, 
billion-dollar market. It performs a 
definite, necessary service to South- 
ern institutions (a service not dupli- 
cated by any other publication in 
the field) and, because of this, is 
thoroughly read and deeply respect- 
ed by Southern hospital people 


More than 100 manufacturers and 
suppliers have found the advertis 
ing pages of Southern Hospitals 
a sure way to profitably increase 
sales. It can do the same for your 


product or service 


SOUTHERN HOSPITALS 


PUBLISHED BY 


Clark-Smith Publishing Company 


218 W. Moorehead St. 


Charlotte 2, N. C. 
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This Emblem Means foe Deraited 


R 
E 


IT’S EASY FOR YOU (eamamums 


to Get Media and Market Data 


Market Data 
Book NUMBER 


When you see it in the advertisements of business publications—in their 
promotion copy in folders, on blotters, in circulars—you are belag 
reminded that the publication has filed its complete reference data ia The 
Market Dota Book Number. it means you can find facts on the publication's 
editorial services, circulation, inflvence, market studies, and similer 
Infermation, adj te complete date on the market it serves. 


Beard approves tiff 


i from page 





is raising its standards. So is the 
Audit Bureau of Circulations. There 
is a healthy unrest.” 

He said that the ABC's new re- 
quisite of 70% paid circulation for 
all ABC members is one progressive 
step. 

Declaring that “we have not turned 
ABP into a belligerent, ‘hit the other 
guy’ organization,” he emphasized 
that paid and free circulations both 
have a place . . with different ap- 
proaches, both having advantages 
and disadvantages. 

Detailing improvements, he cited 
one publisher advocate of “harmony” 
who “got worried” over the furor, 
re-examined the circulation job he 
had been doing and as a result re- 
vised and improved that job. 

“But the circulation controversy 
has not thrown us off the track on 
the basic function and good use of 
business papers,” he said. “Their 
big job ahead will be to help adver- 
tisers use space better and more in- 
telligently. That is a publishing 
problem in terms of selling the 
space.” 

On other phases of the problem, 
he commented: 

Institutional advertising . . We 
currently are dangerously close to 
“going institutional” selling the 
American way. But to serve the 
client truly, business papers must 
continue to sell products or we won't 
have an American way 

Mobilization . . A censorship plan 
that would affect business papers 
has gone up to Secretary of Com- 
merce Sawyer and has been knocked 
down. Paper is short, but what 
there is has better quality, better 
opacity . . . At Pearl Harbor time, 
things looked black jor business 
papers, but they reached their great- 
est stature during the war. The job 
ahead: use advertising pages to help 
solve reader problems. 

Competition . . A look at the ad- 
vertising press 30 years ago shows 
that business papers were concerned 
then, as now, about competition 
from general media. Since then, 
business papers have grown tremen- 
dously. The course: find something 
between smugness and hysteria . 
then do a more exacting selling job. 
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One of the 
WORLD’S GREATEST JOBS 
OF MASS EDUCATION! 








IN RESPONSE to requests from government agen- 
cies, private organizations and individuals, a total 
of 14 public service advertising programs is cur- 
rently carried on by+The Advertising Council. 
Those illustrated here are only a few of the many. 

These programs of mass education grapple with 
problems of national import and their messages 
are brought to ail the American people every- 
where, day after day, month after month. 

Never before has information on questions of 
great public moment been spread abroad by 
advertising on such a gigantic scale. Never before 
has American business demonstrated so fully its 
concern with the public good. 

In planning and producing these campaigns, ad- 
vertising agencies throughout the United States 
render their services without charge. Media own- 
ers donate space and time. Advertisers sponsor 
and pay for public service advertisements. 




















Advertisers and Media Owners . .. 
Your Help is Needed! 


The success of the many programs of The Advertising 
Council depends on the public spirited and generous 
cooperation of advertisers and media owners. Your 
help, in the form of space or time donations, will 
mean a lot. And remember .. . What 
helps America helps you! 






























































Published in the public interest) 
by 


TTT TTT tt 


Yours for the Asking 


Write for a copy of Booklet No. 15. 

It will give you pertinent information I N D U S T R I A L 
about The Advertising Council . . . 

how it started . .. what it is... what ~—<. 

it does . . .Or ask for material on == ® M A R K E T I N G 
specific campaigns. Address: — The ‘ 

Advertising Council, 25 West 45th 

Street, New York 19, N. Y. 


+ « WHAT HELPS PEOPLE HELPS BUSINESS . « « 











If you sell 


pachagint 


4 : , 
look at what's happening 
in the huge, expanding, 


MEAT 
PACKING 
FIELD 


new packaging materials 
new merchandising techniques, 
new products are being tested and 
marketed by meat packing plants 
everywhere in America. 
Let us tell you what’s going on 
why this tremendous market 
one third of the entire food field 
is worth special advertising and 
selling effort and how you 
blanket the entire field in The 
National Provisioner and Annual 
Veat Packers Guide 
. the meat pack- 
ing field buys enormous quanti- 
ties of almost any product, from 
heavy machinery to hairnets. 
W rite jor 12-page, file-size Market 
Data Folder. “Dollars and Sense.” 


{nd remember 


end ANNUAL MEAT PACKERS GUIDE 
407 $. DEARBORN ST., CHICAGO 5& 
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Letters to the editor 





may now have. The FBI is doing a 
good job on the undercover end of 
exposing Communists. They would- 
n't be helped by the meddling of 
part-time hysterical gumshoes. 

The Copy Chasers have done a lot 
to raise the standards of industrial 
advertising and now they're 
the ‘standards of 


raising 
Americanism 
WARREN R. DIx, Parma Heights, 


Good medicine . . 


TO THE eEprTor . . Will you permit us 
to reprint “What Industrial Adver- 
tisers Plan to Do in 1951” (IM, Jan., 
1951) at our own expense and with 


This 
HAROLD T. SHAN- 


proper credit and permission? 
is good medicine 
NON, general manager 
Schilling & Despirito, 
Wis 

[“‘What industrial advertisers plan’ 
now reprinted, 


Green Bay, 


15¢ ea ED. | 


Controversy clicks 


TO THE EDITOR I have just read 
William A. Marsteller’s article in the 
January 1951 INDUSTRIAL MARKETING 
on “Are sales call reports worth the 
cost”? It is an excellent article, and 
I hope the remaining 12 articles on 
the controversial marketing subjects 
approach it 

When people, such as myself, get 
some good out of an article on a sub- 
ject common to all sales managers, 
I think the least that can be done is 
to write a thank you note to the au- 
thor PAUL D. DOOLEN, 
dustrial sales 
Staley Mfg. Co 


anager, in- 
department, A. E. 
Decatur, Ill 


Swell typography . . layout 


TO THE EDITOR May I congratu- 
late you on INDUSTRIAL MARKETING’s 
new dress a bang-up job. As a 
matter of fact it took me twice as 
long to go through the January issue 
as on previous issues. Good typog- 
raphy and layout simply made me 
want to read every article 
Congratulations, too, on the swell 
picture of “Mr. Industrial Advertis- 
ing,” himself. How did you ever 
overcome his innate modesty? In- 
cidentally, I particularly enjoy 
Keith’s column, not only because I 


Shannon" 


know him and work with him but 
because of the imaginative common 
sense with which it is permeated 
Again, congratulations on further 
improving an already very interest- 
ing magazine . . JOHN J. FINLAY, vice- 
president, Aubrey, Moore & Wallace, 


Chicago 


Improvement. . keep it up 


TO THE EDITOR I just had to tell 
you how much I like the new format 
Probably it is not all that you had 
hoped and you will keep on improv- 
proving it but this little guy up here 
in Canada thinks it’s fine RUPERT 
L. BuRDIcK, J. J. Gibbons, Ltd., Ad- 
vertising, Montreal 


TO THE EDITOR You have made a 
improvement in the 
and, there- 
fore, have greatly improved its value 
FENSHOLT, 


considerable 
readability of your bock 


to your readers A. H 
president, Fensholt Co., Chicago 


Fascinating folios 


TO THE EDITOR .. Your new dress is 
certainly 


thing to criticize is the folios . . Emm 


refreshing. The only big 


G. STANLEY, vice-president and secre- 


Chicago 


tary, Traffic Service Corp., 


TO THE EprToRr .. A very fine job 
but your use of folios is confusing 
JAMES £. sHROUT, Shrout Associates, 
Chicago 


[Very well 
ED. | 


we'll change them 


Reprint publicity service . . yes 


TO THE EprToR . . At the conclusion, 
in December, of your series of arti- 
cles by members of the Industrial 
Publicity 


disappointed. However, I realize that 


Association, I was very 


all good things must come to an end 
I would like to take this opportunity 
to tell you that I feel that this is one 
of the most valuable, concrete, and 
down-to-earth, useful pieces that I 
have read in a long time 

I have clipped many of this series 
and had them mounted for future 
reference, but unfortunately, often 
columns have been back to back. If 
you should reprint this series, you 
may be sure that I will take more 
than a casual interest ..R. THOMAS 
WILLSON, publicity manager, Yale & 
Towne Mfg. Co., Philadelphia. 


[Reprints ready Mar. 1, 75¢ ea. . . ED.] 





Wooton receives award 





arranging periodic meetings between 
business paper editors and govern- 
ment officials. The meetings have 
continued without interruption since 
the Wilson administration 

During the day, the society met 
with government officials, including 
Munitions Board Chairman John 
Small and Price Administrator 
Michael DiSalle. William Henry 
Harrison, administrator of the De- 
fense Production Administration, 
was the main speaker at the awards 
dinner 

For two days preceding the so- 
ciety’s meeting, more than 100 mem- 
bers of the National Conference of 
Business Paper Editors conducted 
an off-the-record program where 
participants included most of the im- 
portant government mobilization of- 
ficials. The conference is affiliated 
with Associated Business Publica- 


tions 


McCullough joins Lamson 
James S. McCullough, former ad- 


vertising and sales promotion man- 
ager, Yale & 
Towne Mfg. Co 
Philadelphia, has 
been appointed 
sales promotion 
manager, Lam- 
son Corp., Syra- 
cuse, N Y 
Mr. McCul- 
lough, who had 
held his post at Yale & Towne since 
1939, is a past president of the Phil- 
adelphia chapter of the National In- 


dustrial Advertisers Association 


ABP to hold midwest clinic 


® NEW YorK .. Impact of the nation- 
al emergency on business papers 
will be analyzed at the Associated 
Business Publication’s midwest 
clinic Feb. 28 at the Drake Hotel, 
Chicago 

Meetings will be divided into two 
parts: “how to” workshops in the 
morning and a general meeting in 
the afte:noon. Herbert A. Vance, 
president, Vance Publishing Corp., 
Chicago, is chairman. Editors, pub- 
lishers, salesmen, accountants and 
managers of promotion, production 
and circulation will attend 


Of course, 
you want the 
most potent 
advertising! 


. so don't miss 
S. D. WARREN COMPANY'S 
message in 
THE SATURDAY EVENING POST 
for February 17 
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Se eR RN cE 
ABCx3=W.P. 


An Equation Worth $$$ to you If... 


Our recent readership survey dis 
closed that there are, on an average. 
THREE management and produe- 
tion EXECUTIVES in each sub 
seriber plant who are regular 
readers of WOOD PRODUCTS. 
All ABC circulation! 

Se, over 13,152 EXECUTIVES in 
wood product plants can give you 
a lot of business. IF —you can 
sell this mammoth, active market, 
WOOD PRODUCTS is your No. 1 
Book. Care to see that survey or 
learn other facts about the industry 
and this ABC-ABP book? 


Our new eastern / 
representative is ¥ M 
Walter C. Elly, Inc. “= 


70 EB. 45th St.. NYC 17—(Phone Murray 
Hill 9-0372 They will gladly tell our 


story. Or write dirct to us 


if it's WOOD, you could—with 
WOOD PRODUCTS! 


\\/VVfoon 


343 S. DEARBORN, CHICAGO 4 











REFRIGERATING 
ENGINEERING... 


“WHAT 
G00D 
OLD DAYS” 


Refrigeration and air con- 
ditioning weren't part of the 
old “good old days”, but 
they're definitely in the pic 
. a booming 
market 


ture today 
$3,000,000,000 
for parts, components and 


place 


raw materials that you should 
be selling. Want more de- 
tails? 


Write for complete 
information today! 


top management 


forum 





advertisements. However, it is our 
opinion that unless the coupon re- 
ferred to a new or improved prod- 
uct, it would not offer any particular 
proof that the advertisement had or 
had not influenced our prospects to 
investigate our products when they 
were in the market. We have made 
our own private surveys of publica- 
tion popularity and reader interest 
by canvassing our entire mailing list 
with surveys under a name other 
than Creamery Package. 

We do not expect direct sales from 
our advertising; we do expect the 
advertising to keep our name and 
products before our prospects and 
as a good will ambassador to pave 
the way for our salesmen. Most of 
our prospects and customers are 
called upon at least once or more 
every three weeks, and so wait for 
the salesman to give them direct in- 
formation on questions stimulated 
by our advertising 


George S. Dively 
President 


Harris-Seybold Co 


@ We are convinced that our adver- 
tising is effective and productive of 
results. In industrial advertising, 
however, the measurement of these 
results presents problems, the solu- 
tion of which must be keyed to the 
industry involved, and perhaps cus- 
tom built for the particular company. 

When obtaining sales from origi- 
nal advertising contacts is the ob- 
jective of a campaign, specific 
measurements are possible. Inquiry 
producing programs can be meas- 
ured fairly accurately from predeter- 
mined performance standards by 
tabulating the number of responses 
received and evaluating their qual- 
ity. The sales resulting from follow- 
up of these responses can be traced 
also. This furnishes a good dollar for 


dollar comparison of advertising re- 
sults. 

In other instances, however, meas- 
urable sales results are not the im- 
mediate aim of our advertising ex- 
penditures. The objectives of certain 
programs are to convey technical 
and other information on a broad 
basis, or to create a “state of mind” 
concerning the company and its 
products. These types of campaigns 
are measurable only in terms of in- 
tangibles over a period of years. 

We expect our advertising to 
spearhead intensive sales effort as 
well as prepare the market for the 
company’s future objectives. We at- 
tempt to measure our intensive pro- 
grams carefully on a quarterly and 
annual basis. The less tangible pro- 
grams are evaluated in terms of the 
long-range progress of the company. 


J. F. Linthicum 
American Lumber 


eating C 


s American Lumber & Treating Co. 
has been an industrial advertiser 
since its organization 17 years ago. 

We are wood preservers and 
chemical manufacturers; we provide 
a converting service to the lumber 
industry whereby its products can 
be processed for increased rot, insect 
and fire resistance comparable to the 
use of alloying ingredients to im- 
prove the corrosion resistance of 
steel. 

Under our system of doing busi- 
ness as a service company, we aim at 
creating a favorable “climate” among 
lumber company customers and the 
industrial buyers and specifiers who 
in turn buy the lumbermen’s treated 
products. 

We sell the economic value of 
wood products that have been im- 
proved by processing in our plants. 
We cannot measure the effectiveness 
of our advertising directly. However 
it is safe to say that such results as 
we do obtain in the acceptance of 
our services and chemicals would 
not be possible without the assistance 
of industrial advertising. 





Cc. P. Doherty 
President 
Despatch C 


# Our company uses horizontal or 
“shot-gun” advertising because our 
products are used by a wide variety 
of industries. For this and other 
reasons, we cannot arrive at specific 
results on an ad-by-ad basis. Rather, 
we look at the picture from the long 
range standpoint. 

Sure, we like to get inquiries. But 
the main reason for advertising is to 
break down resistance for our resi- 
dent engineers, to get to people the 
engineers never see and to keep our 
company foremost in our customer's 
consciousness. 

Someone has said, “Your product 
is never oversold . . even though 
your capacity may be.” That makes 
sense in times like these. It tells 
why we need to keep eternally at 
this job of advertising. 


How to write a catalog 


ed from page 44 





any case, the unit must be identified 
as a unit and visually differentiated 
from other units (by indexing in the 
case of units covering several pages 
or by mechanical isolation of frac- 
tional-page units). Never should two 
units be permitted to conflict except 
to indicate a relationship; better to 
leave 75% of a page blank than to 
bring un-related units together on 
the same page 

Only after deciding how many in- 
formation units are needed and how 
much space is needed for each unit, 
can you safely say how many pages 
are needed. By all means, do not de- 
cide to make up an 8-page or 24- 
page catalog and then organize your 
information to fit. Let the amount 
and nature of the information and 
the construction of the visual unit 
determine the number of pages. 


Functional Cover . . The cover of 
a catalog must be regarded for its 
functional, not its decorative, values. 
Whereas the cover of a direct mail 
piece may have the objective of in- 





Johnny Appleseed Would Be Amazed 











Wit the aid of modern refrigeration, Michigan apple 
growers can now triple a harvest profit by cold storing the 
crop during glutted markets . . . selling it later. The above 
storage house owned by Clarence Kroupa of Traverse City, 
Michigan, is a former root storage cellar equipped with a 
1% HP Frigidaire system to hold 34° F. at 90% humidity 
inside. The increased profit from a single harvest almost pays 
for the system. 


This job is typical of many reported by AIR CONDITION- 
ING & REFRIGERATION NEWS, ‘The Newspaper of the 
Industry."' And, it shows how ACRN gives thorough and influ- 
ential coverage of the air conditioning and refrigeration 
market. For instance .. . 


Paul Garthe, the enterprising dealer-contractor who sold 
this and many similar setups, is an ACRN subscriber. Installer 
Lester Jarvis, service manager Arlund Lohr, and two service- 
men, Don Garthe and Henry Russell, are regular ACRN 
readers. Garthe buys his parts from Midwest Refrigeration 
Supply Co. in Grand Rapids and Leon Young in Detroit, both 
of whom subscribe to ACRN. Frigidaire, which made the unit, 
lists many ACRN subscribers and is a long-time ACRN adver- 
tiser of commercial refrigeration, air conditioning and appli- 
ances. 


Here is penetration that works constantly for advertisers 
—from Traverse City to Tallahasee—wherever refrigeration 
and air conditioning equipment is used. ACRN is the market- 
place for your product because it gets preferred reading and 
buying action in every segment of the industry—from manu- 
facturer to serviceman. Full facts are yours for the asking. 


BUSINESS NEWS PUBLISHING COMPANY, 460 W. FORT ST. 
DETROIT 26, MICHIGAN 


THE NEWSPAPER OF THE INDUSTRY Sm Gers & & 
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‘all 
{ccompli! 


When you fail to sell the civil eng 
neer in the early stages you are too 
often confronted by the accomplished 


fact of a competitor's product already 


specified 


Not once in 


salesman see and sell t 


a hundred times can your 
1e key man, the 
vil engineer, as early in shaping de- 
cisions as your ad in Civi! Engineer- 


ing sees him and is seen by him 


folder. 


civ @ 
ENGINEERING 


The Magazine of Engineered Construction 


Send for “Mr. Construction 





Published by the American Society 
of Civil Engineers 
33 West 39th Street, New York 18, N. Y. 





PUNCHES wheels ond covers of any ure 
or weight, quickly, occurotely 


BINDS up to 250 books on how with 
colorful GBC plastic bindings 
r BIND THIS MODERN WAY 


right in your own OFFICE 





SPECIAL TRIAL OFFER 
Send today for informotion 
and 2 hendy pocket memo 
boots bound on ths equp 
ment No obligation. 
General Binding Corporation 
808 W. Beimont Ave., Dept. 1-2 
Chicago 14, ii. 
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triguing the prospect, the purpose of 
the catalog cover is to identify the 
type of information and to tell the 
user where to go to get the specific 
information he wants. Also, because 
the user often seeks one particular 
supplier's information, the name of 
the supplier, brand name of the prod- 
ucts, and the trade-mark should ap- 
pear on the cover 

Because the catalog may appear in 
a pre-filed catalog, it should have a 
distinctive color and a bold but simple 
design, conveying, literally or ab- 
stractly, an impression of the type of 
information 

For the same reason, it is prob- 
ably a good idea to locate the signifi- 
cant wording or symbols in the up- 
per right hand corner. (note the 
Herman Nelson catalog cover p 3).) 

In those cases where the catalog 
contains information on a number of 
products or a number of information 
units on any one product, it is most 
desirable to use the cover as an in- 
dex 

The index may be a mere listing 
of subjects and locations or it may be 
a physical page selector with sym- 
bols (A,B,C; 1,2,3; or even abstrac- 
tions representative of some type or 
use of the product) down the right 
hand margin keyed to similar sym- 
bols at each information unit. Or it 
may be a combined index and chart, 
showing not only the catalog’s or- 
ganization but also relating specific 
needs to specific products which are 
to be found described on the indi- 
cated pages 

The index is best located on the 
cover, but if too complicated, should 
be given the first page following 

If the front cover is the entrance, 
the back cover is the exit. On it 
should appear information suggesting 
to the user what to do next: specifi- 


cally, where to find sales office, 


branch or distributor 


Information Unit . . The 
page, unlike the pages of a magazine 
or the folds 

or even a letter, 
right. The 


normally wishes to locate himself at 


catalog 


a direct mail piece 
is entered from the 
reason is that the user 


ne particular point of reference and 
the index has directed him to the 
appropriate reference point located 
on the right hand margin 

Ideally, then, the two-page unit 
should be designed so as to carry the 


eye from the reference point . . the 
information unit, title or section sym- 
bol in the right hand margin . . to’ 
the left, then either across-and-back, 
or up-and-down, depending upon 
the number of information units on 
the two pages and the most conven- 
ient method of organizing the infor- 
mation within each unit 

Whatever course the user is ex- 
pected to take, he should be guided 
over unmistakable trails. By line, 
color or other device, his eye should 
be made to follow the most logical 
paths. 


When the kind .. of the information 
in successive information units per- 
mits a similar form of unit construc- 
tion, the should be 
standard for all such units. When, 
however, the nature of the informa- 
a completely 


construction 


tion changes violently, 
different pattern for its presentation 
is helpful in differentiating between 
groups of units. (Although 
should be 


diverse 
reference con- 
sistent.) 

Here is a simple method of or- 


points 


ganizing information for one unit 


reference point 
use use 


Product type Product type 





Construction Construction 


Advantages Advantages 


Accessories Accessories 
Most cases will be much more 
complex and hence much more dif- 
ficult to organize into logical pat- 
terns. The more complex, the more 
difficult for the user; hence, the more 
need for making the effort to increase 
the utility of the catalog by antici- 
pating the user’s most likely ques- 
tions. 

Wherever possible, the techniques 
of visualization should be used to 
save the user the trouble of having 
to read a lot of words in order to de- 
termine pertinency Any text mate- 
rial that is at all susceptible to the 
treatment should be charted to sim- 
selection and comparison. In 
chart 


plify 
general: picture w hat is new; 
what is old. 

Standardization of format through- 
out helps the user to become familiar 
with the pattern and tells him where 
certain types of desired information 
are customarily to be discovered. 





Pertinent Content. . It follows from 
ill this that a catalog should not be 
encumbered with non-working orna- 
mentation. However, the intelligent- 
ly laid-out catalog has a symmetry 
of organization and a style to its se- 
quential flow that produces a defi- 
nite esthetic satisfaction 

Indeed it is probably safe to say 
that no catalog which is not estheti- 
cally satisfying can be functionally 
efficient. 

Nor should it be burdened with ir- 
relevant information. In January, it 
was shown how users regard mate- 
rial that does not contribute directly 
to knowledge of the product. For ex- 
ample, the company behind the prod- 
uct does not deserve, in a catalog, the 
prominence it often gets (That is a 
job for advertising.) If, however, it 
is considered necessary (because of 
such a reason as the company being 
relatively unknown or new in this 
type of business) to inject institu- 
tional copy, it still should not be per- 
mitted to interfere with the user's 
eagerness to locate, somewhere in 
the catalog, the exact item he needs 

Probably such institutional infor- 
mation should go at the end of the 
catalog where it can remain pre- 
pared to furnish support should the 
iser have doubts about the company 
On the other hand, since a catalog 
(unlike a sales bulletin) is not to be 
read in successive pages, it may be 
just as well to put such institutional 
information on page two if index- 
ing has been provided to enable the 
user to jump over page two should 
he want to 


Six Criteria . . Before getting into 
an examination of some specific cat- 
alogs, it would be well to insert the 
following criteria (courtesy of 
Sweets’ Catalog Service) by which 


a catalog design may be evaluated 


1. Front cover . . Does it quickly 
identify product and manufacturer? 
As the front cover should be com- 
parable to a poster in the brevity of 
its message, see whether it tells at a 
glance . . by use of illustration, manu- 
facturer’s name, product name, 
trade-mark, or other means what 
the catalog is all about 


2. Index .. If the catalog covers 
various products, are they easily 
found? Check the index’s value as an 


more editorial coverage 
more prestige 

more circulation 

more advertising value 


% 
SUSTAINED YIELD is a logging term. 

It is also a business term—extremely important to those 

who advertise and sell machinery, equipment supplies 

and services to the forest products industry. 

Their search for the proper printed sales approach 
leads inevitably to THE TIMBERMAN. This interna- 
tional lumber journal is the leader in editorial policy and 

personnel; in prestige; in service to readers and adver- 
tisers ; in the largest audited net paid circulation; in adver- 
tising value. 
Your advertising schedule, placed now for publication on 
a continuing basis, will benefit from this leadership which 
THE TIMBERMAN has sustained over a period of 51 years. 
Through its columns you will get the attention of the most in- 
fluential buying factors of an industry now experiencing its 
greatest era in volume of production. 


mely trated 36-page brochure ‘Sustained Yield” which tells 


mber industry i its vost c hasing power 


Me WYN 3 BIR WIN 


@ An International Lumber Journal 
519 S.W. PARK AVE., PORTLAND 5, ORE. 


BRANCH OFFICES: NEW YORK, CHICAGO, SAN FRANCISCO 


Also publishers of WESTERN BUILDING, the light construction journo! of the WEST 


February 1951 | 127 





% aid to the user in finding his way 
through the catalog by noting 


o* 
whether it shows the catalog’s or- 
Befrer lA ganization 


3. Organization . . Is the catalog 
in clearly defined sections and visual 
M4 units? Observe whether the products 
Ins truction Man val © vers are grouped according to specific 
uses and whether various types of 
information appear in the most logi- 
cal sequence (according to import- 
ance of product to user, relative new- 
ness and oldness of products, etc.). 


4. Visual flow .. Is the catalog visu- 
ally interesting? See whether its 
visual techniques (use of pictures, 
color, charts, diagrams, shapes, in 
preference to wordy texts) promote 
easy visual flow in and out of each 
visual unit and through the catalog. 


5. Content. . Is the information so 
developed that it promotes product 
selection? Determine whether the 
information is sufficient for compari- 
son and whether the catalog’s presen- 
tation of product features, range of 
performance and applications facili- 
tates comparison and promotes the 


t Agencies 
Governmen 3 intended buying action 


ify “Bestex” covers 
for most types of instruc 6. Back cover . . Does it suggest 
tion books. Companies of fer these requirements, the next buying step? As the back 
all —— i pone ar have been synonymous | cover should direct the user to sales 
because Beave offices, branches, 1 vpresentatives 
for many years. nd we'll submit samples and or manufacturer's eam services, 
Tell us your needs, @ check for their inclusion, as well as 

quotations promptly. | telephone numbers and addresses. 
Other factors, of a more mechani- 

cal nature, include: 


BEAVERITE PRODUCTS, INC. | 1, One catalog or several? An- 


33 DE WITT STREET, BEAVER FALLS, NEW YORK | swer depends on number and diver- 

sity of industries to be served . . also 

Looseleaf Covers, Ring, Swing-O-Ring, and Multo, in BESTEX Artificio ' number and diversity of purchasing 
ond Poper Cover Stocks: also Acetate Tabbed Indexes. To Your Order influences (purchasing department, 
engineer, designer, specifier, etc.). 
Generally speaking, users prefer one 
large catalog to several small ones. 


. 3 | 
| - PAY S ; For all the Facts 2. Loose-leaf or bound? Frequent 


aeduatetat d change in specifications virtually de- 
OS Crone SS mands the loose-leaf form . . despite 


to advertise Trade Market Data the difficulty in getting users to re- 
: a place the obsolete with the new 





na publication LOOK in 3. Size, punching, ete . . The page 

: size should be 8%x11” to accommo- 
date the standard office filing cabi- 
net. For inclusion in a pre-filed vol- 


pays to see you.. | 7 INDUSTRIAL ume, a width of 83” is specified . . a 


matter of trim 


See McGraw-Hill advertisement | 3 MARKET DATA BOOK Various trade organizations have 
Fr 


where the audienc : Industrial Marketing's 1951 





standardized specifications for cat- 


ntinued on page 129 


on page 141. 
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: 201 / circle on Readers’ Service cord 


10 Case Histories of 


How Industrial Advertising 
Helped Make Sales 


No theory here . . only practical, actual 
facts of how industrial advertising helped 
ten entries from the Putman Award com- 
petition of 1950. Each report tells, (1) the 
company's specific sales problem, (2) the 
jobs assigned to advertising, (3) exactly 
what was done in advertising and, (4) 
results achieved . . tangible results. 


SSCSHSSSSSSSSSSESSSSSESESESES TESS EHEeeee 
202 / circle on Readers’ Service card 


55 Reasons for Advertising 
in Wartime 


“Why Advertise in Business Magazines 
in a Restricted Economy?” is brimming with 
information to use on those people who 
fail to see the need for advertising while 
we are waging a war. Of particular inter- 
est is a check chart of 55 jobs that business 
paper advertising can do. Offered by 
McGrew-Hill. 16 pages. 
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Results of Survey 
on Export Advertising Budgets 


This study was conducted by New York 
University. 2,392 medium-sized manufac 
turers of durable goods were questioned. 
More than 400 responded, answering 
questions such as, (1) how is your export 
budget determined? (2) what is your per- 
centage of export advertising expenditure 
to export sales? (3) what types of adver- 
tising did you employ, (4) how does your 
export advertising compare to d sti 
in relation to sales? A most interesting 
survey offered by American Exporter. 
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Checklist of Points to Consider 
When Doing Market Research 


There are six major points to consider 
before entering into market research ac 
tivities. A. C. Nielsen Co., Chicago offers 
a 12-page booklet discussing the subject. 









Use these return cards 


for publications 
mentioned on this page 


20G/ circle on Readers’ Service cord 
Picture Story of 

the Lithographic Process 

Here's an exceptionally well done little 
booklet which uses 25 pictures to tell the 
story of lithography. An excellent addition 


to your library of graphic arts information. 
Offered by W. A. Krueger Co., Milwaukee. 
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A How-to-do-it Advertising 
Manual for Dealers 


If you have the problems of advising 
your dealers how to advertise, you'll want 
to see this excellent booklet just published 
by Farm Equipment Retailing. Written 
specifically for the farm equipment dealer, 
it is loaded with ideas thc: would be help- 
ful to almost any type of dealer. Typical 
chapters include How Much Should | In- 
vest in Advertising and What to Talk About 
in Your Advertising. 
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207// circle on Readers’ Service cord 
Where to Buy “Big Name” Art 


If you buy art, youll want a copy of 
portfolio 5 just issued by Chicago's well- 
known “Nine Ilustrators.” It exhibits recent 
work of a wide variety of top illustrative 
talent. If you do not buy art, please forget 
about this offer, for the supply of this costly 
portfolio is limited. 
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Market Maps Help Sell to 
the Mineral Industry 


Here is a 24-page booklet carrying three 
maps useful to those interested in selling 
to the mineral industry. The maps show 
location of mine production in terms of, (1) 
metals, (2) tallic als and, (3) 
coal by counties producing more than 
50,000 tons. Additional material includes 
media information covering Mining Engi- 
neering. 
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2OB/ circle on Readers’ Service cord 
Do Front-of-the-book Ads 
Get More Readership? 

A recent survey in which back-ol-the 
book ads were arbitrarily given an index 
of 100, revealed that “front” ads averaged 
from only 106 to 108, a comparatively slight 
diff %. The complete findings are pre 
sented in a one-page study offered by Mc- 
Graw-Hill's Laboratory of Advertising Per- 
formance. 





21G/ circle on Readers’ Service card 
The Story of Sweet's 
Specialized Catalog Services 

This is a comprehensive description of 
catalog services offered manufacturers of 
equipment and materials in six major in- 
dustrial markets. A 16-page booklet, it de 
scribes catalog design, production and dis- 
tribution services available through Sweet's 
Catalog Service. 
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Manual of Paper Information 


Here's a time-saving reference book for 
buyers of paper and printing. It lists 23 
widely used types of paper, and will help 
you order sizes that cut economically, in 
quantities that can be handled and shipped 
economically. Offered by Hammermil] Po 
per Co. 
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How To Keep Ideas Organized 


Here is a binder specially designed to 
help you organize ideas and reference ma- 
terial pertaining to advertising, marketing 
and selling. Ideal for advertising agency 
executives, as well as sales and advertising 
managers. A small folder gives the com 
plete story of this binder. Offered by The 
Heinn Co., Milwaukee. 
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Sound Slidefilm on 
“Mechanized Selling” 


This film is a real contribution toward a 
better understanding of the economic 
functions of advertising. It discusses ques 
tions such as . . is advertising an expense 
or investment . . how much of the sales 
load should it carry . . can it reduce selling 
costs? Ideal for conferences, sales meet- 
ings, sales training courses. McGrew-Hill 
offers a descriptive folder. 
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The Story of the 
American Marketing Association 


“The American Marketing Association . . 
it's membership, objectives and activities,” 
is the title of a 12-page pocket-size booklet 
which gives detailed information about this 
well known group which was organized to 
advance the science of marketing. 
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How to Compete for 
the $2.000 Putman Aword 


This annual award of $2,000 is for the 
best use of industrial advertising . . and the 
best documentation of such use . . to make 
more effective the selling of products or 
services to industry. A 16-page booklet tells 
you how to enter, and how to prepare your 
entry. 
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How One Business Paper 
Maintains Its Circulation List 


Mil & Factory offers a 12-page booklet, 
“Circulation Purity . . can an industrial 
magazine overdo it?” li is an interesting 
report of how the publication builds and 
maintains its circulation list. 
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City & ZONE 


*Note inquiries for items listed 
not serviced beyond May i5, 1951 
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alogs and for the inserts which are 
bound into salesmen’s catalogs. It is 
wise to apply to the appropriate trade 
association for such data before lay- 
ing out a catalog or insert 

For example, the American Sup- 
ply & Machinery Manufacturers have 
adopted this policy: 


Many distributor s 


& Machinery [ 


4. Index system . . Cross-reference 
your products whenever it would be 
helpful. 


5. Tabs . . Outset tabs, operating in 
the manner of a standard file folder, 
are excellent for the type of catalog 
which will find its way into a file 
drawer. Run-in tabs, the reference 
points being printed on the vertical 
margin of each page and correspond- 
ing to similar markings on the index 
page, are also helpful. 


6. Tables . . Use graphic charts in- 
stead of tables whenever you can, 
but if you can’t, use color, rules and 
white space to make the tables in- 
viting. 


7. Price list .. Whether a price list 
is to be included is an individual 
problem 


A few more catalog tips: 

1. Date your catalog. 

2. Give it a key number . . and give 
key number of the catalog it is 
replacing. 

3. Explain your terminology and 
symbols. Code numbers would be 
much easier to identify and re- 
call if they had meanings. 

4. Use the words of the users, not 
your engineers. 

5. If you have some information that 
needs to be illustrated, make the 
cut big enough so that the infor- 
mation can be seen. 


We aw He bhows Sedaily 


In America’s 


KNITTING MILLS... 


EXAMPLE NO. & 


1056 KEY MILLS EMPLOY 233,620 


— account for 86.2% of total employment, 


83.9% of production in this industry. 


The 1949 McGraw-Hill Census identifies each and every one of 
these 1056 key mills — those with over fifty employees — by name, 
location, number of employees, and chief product manufactured. 

Knitting mills constitute only one of 144 segments of manu- 
facturing industry. In each of these 144 segments, McGraw-Hill’s 
Census isolates, identifies, classifies and rates the worthwhile 


manufacturing units. 
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q@ MCGRAW-HILL PUBLISHING COMPANY, INC. gz, 


- $30 WEST 42nd STREET 


~~. 


NEW YORK 18, N. Y. 
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to the 
Pacific Northwest 
Construction Market 


Tux Pacific North- 
west is bursting with construction 
jobs created by steadily increasing 
industrial development and pop- 
ulation 

Six days a week, the Daily 
Journal of Commerce furnishes 
construc 





vital information to 
tion and business men through 
out Oregon, Washington, and 
Idaho. The Daily Journal of 
Commerce is an all business 
newspaper both news-wise 


and reader-wise, with more 

than eleven readers per copy 
Consult your advertising 

agency or write for sample 


copy and rate card. 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE 
PORTLAND 7, OREGON 


LLL ULALL. BUSINE 





READ BY MECHANICAL ENGINEERS 


THROUGHOUT INDUSTRY 

A publication (month i al , 2A 
ly with readership | 

penetration to engi- [2 

neers who hove the ¥ 
real mechanical re 
sponsibilities NOW 
? reaches monoge- 
ment, design, produc 
tion, power and other 
engineering factors in 
ndustry. It offers real 
quality circulation, 
urrentl¥ approxi 
motely 133,000 Net 
Paid, and broad en 
gineer contact which 
annot be duplicated 
os Go group by any 
other rculation 


Monthly 


THE COMPLETE BUYER'S GUIDE 
FOR MECHANICAL ENGINEERS 


The one reference 
book (annual) which 
mesures thot the es 
sential date on your 
products be readily 
available in the 
hands of ndustry s 
most infivential eng 
neers. 1f goes to 15 
000 engaged in man 
agement, planning 
designing, specifica 
tion and production 
work. All ore buyers 
or specifiers of the 
equipment industry 
Annual vies 





Rates and information upon request 


Published by 
THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 
29 West 29th Street New York 18, N. Y 
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10 show visitors 
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moted at that time, the truth is 
that I was promoted to a position 
that then carried prestige barker. 

Back in those days “the man out 
front” was a VIP. He was well trained 
worked 


enough to become thoroughly famili- 


and usually inside long 
ar with all phases of the operation 

In Times Square competition was 
keen. A man could stand on the curb 
and read the marquees of a dozen 
theatres. The alert barker could spot 
the doubtful man, and with a few 
choice words lure him to the box of- 


fice. I use the past tense. Because to- 


The phrenologist’s voice, between 
making plugs for the picture, would 
encourage onlookers to take ad- 
vantage of the wisdom born of her 
(the mummy’s) 3,000 years of experi- 
ence. Onlookers asked questions . 
some ridiculous, some serious . . and 
the voice gave the answers, includ- 
ing advice to the lovelorn, jobseekers 
and others concerned about the fu- 
ture 

I was a stand-in for the phrenol- 
ogist, who trained me to relieve her 
at intervals to rest her voice . . she 
taught me stock answers to 30 stock 
questions. She became ill and I re- 
lieved her for the remainder of the 
run more than a week. At the 
finish, I was amazed on two counts: 


DO 3 SHAPES 


CO 
a 


¥ 


TABLES 


ISLANDS 


AISLEWAYS 


DON'T SHAPES 


C) 
A 


‘ 
> 
a 


day, with few exceptions, these men 
ill-fitted 


uninformed on tne 


are in uniforms, grossly 
program, the 
schedule and the facilities. Apparent- 
ly, the theater manager has forgotten 
his prime function he is or should 
be a salesman. He operates at the 
point of sale 

The barker of old knew that. Prob- 
ably 


barker was the compelling necessity 


the basic tenet I learned as a 


of laying a good, product-related 


setting or having one laid for me 
and making the most of it as the 
customers walked past 
Let me tell you what happened as 
RKO was 
pulling a stunt to exploit Boris Kar- 


loff in “The Mummy.” A mummy in 


a part of my education 


a coffin was set upright in front of 
the theater and rigged with a two- 
way sound hook-up. Microphone and 
amplifier were camouflaged in the 
cotiin 

A phrenologist was placed at a 
microphone on the other end of the 
hook-up on a second floor behind a 
semi-frosted glass where she could 
see but not be seen by passersby on 
the sidewalk out front 


1. No one ever asked me a question 
that wasn’t on the list of 30 

2. As a sales promotion, the mum- 
my was a complete mummy .. a flop. 

What I had learned is what every 
veteran barker knows . . that the best 
gimmick in the world to ballyhoo 
your product won't work, unless the 
product itself is the basis. 

You don’t have to know the shell 
game. You merely have to sell prod- 
ucts, not gimmicks. 

A good example 
show at Atlantic City where one ex- 


was a trade 
hibitor used a sideshow type of ex- 
hibit with a huge, mock frog whose 
bulging eyes were made from the 
exhibitor’s product . . a durable, un- 
breakable glass. Buyers had three 
chances to hit a frog’s eye with a 
baseball. Nine out of ten balls thrown 
bounded harmlessly off the glass, 
demonstrating its rugged qualities 

Irrelevant? Not at all 
simple idea 
separable from product that the idea 
probably lingered with nearly every 
visitor who threw a ball. 

The barker often talks to one man 
in the crowd until he sells him. He 


It was a 
so simple and so un- 





knows that people are different. He 
is an opportunist, tailoring his sales 
aproach to each customer. How dif- 
ferent those customers are is demon- 
strated graphically in the picture on 
pages 34 and 35. 

As visitors enter your trade show 
exhibit, you can sometimes foresee 
the questions they want answered by 
the way they look over your dis- 
plays. 

I recall a new usher I had hired 
in a Pittsburgh theatre with an ex- 
tremely large foyer. It was a new 
theatre and patrons would wander 
somewhat aimlessly and needed 
the guidance of a good director. I 
told him if he observed the people 
closely he could sometimes answer 
their questions before they asked 
them. 

I demonstrated . . directing this 
person to the rest room, that person 
to the water fountain, and advising 
another when the next show would 
start. Elementary . . the first fellow’s 
glance was elevated and rest room 
signs are usually as high as the top 
of a door frame. The second fellow’s 
glance was lower and, of course, the 
fountain is always waist high. The 
third fellow walked ia, looked at the 
screen momentarily and _ turned 
towards me. Obviously, he preferred 
not to sit down in the middle of the 
picture. 

Despite the differences in people, 
they do many things alike in the 
crowd. You can shape the movement 
of that crowd in a show booth no 
less than a theater. The shape and 
location of openings or aisleways in- 
to and within a booth can create a 
suction which will pull visitors 
along the route you want followed. 

Sharp corners repel; rounded cor- 
ners attract and cause flow. If a sharp 
corner causes a man to walk or stand 
18 inches away, he is crowding out 
another person. Maybe this shouldn't 
worry you, but who might be crowd- 
ing? 

Trade show business can be dif- 
ficult, but on your next trip to a con- 
vention take time out to study the 
antics of your fellow humans. You'll 
be amazed and convinced . . as you 
can see by the pictures . . that “people 
are funny.” Handle them with bet- 
ter use of the basic philosophies of 
the old time barker . . and you will 
sell those people better . . even at a 
trade show. 
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ENVELOPES 
ALBUMS 
SPECIALTIES 


Specialties from sheet 
acetate — Credit Card 
Holders, Shop Cards, 
Badges, Passes, to 
your order. 


GLENFIELD PLASTICS, INC. 


33 DE WITT STREET 
BEAVER FALLS, NEW YORK 

















AERQNAUTICAL 
ENGINEERING 
REVIEW 


DON'T MISS this 
Special Issue 


ELECTRONICS IN AVIATION 


(May, 1951 Issue! 


@ Will cover all phases of electronics 
in aviation—Airborne round... 
and Test Equipment 


@ Over 10,000 paid engineering reader- 
ship in these vital branches of ¢ indus- 
try—Aircraft Companies, Guided Missile 
Projects, Research Laboratories, Govern- 
ment Aviation Projects, Airlines, etc. 

@ Maximum emphasis and prestige for 
your aviation electronics advertising will 
make this Special issue a “Must!” 


FORMS CLOSE APRIL Ist 


Write, Wire or Phone 
or Detailed information & 
16-Page Aviation Market Book 
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gram approximated $60.000,000 for 
1950..up from $53,000,000 in 1949, 
and from nothing in 1948. Appliance 
manufacturers are in full production, 
west coast shipyards are being reac- 
tivated .. manufacturing employment 
in California is at a peacetime peak. 


Oil 
National Petroleum News 


# From present indications, the oil 
industry will be able to supply mili- 
tary requirements for quite some 
time without any shrinkage in sup- 
plies for civilian users. 

However, the industry has had dif- 
ficulty in supplying enough of a spe- 
cially high grade aviation gasoline. . 
due to the fact that it is a blend and 
the products going into that blend 
since World War II have been made 
only in refineries widely separated. 

This country is increasing produc- 
tion of crude oil. American and Ca- 
nadian oil companies are increasing 
greatly their production of crude oil 
in Canada. More oil will be delev- 
oped in South America and it is en- 
tirely probable that more oil will be 
imported from the Middle East. 


Packaging 


Packaging Parade 


® The packaging industry is expand- 
ing facilities, fully aware that the 
military program is more than a one- 
year effort. Users of packaging ma- 
chines are conditioning machines for 
use of substitute materials. Current- 
ly cellophane is very hard to get and 
all forms of plastic films are expect- 
ed to be in short supply early in 1951. 

Food packagers who have been 
promoting foil and foil lamination 
packaging will find themselves in 
trouble. Foil around cigarets will 
give way to waxed paper. The glass 
container industry is trying desper- 
ately to recover from the recent 
strikes in soda ash producing plants 
and shipments haven't reached nor- 
mal. No crisis exists yet for metal 
containers but it seems certain that 
before long tin can sizes will be 


standardized. The paper box busi- 
ness is booming, particularly in the 
corrugated-fibre container segment. 
Demands are being met in fairly 
good shape but paper container users 
are keeping their fingers crossed. 


Modern Packaging 

Lloyd Stouffer, editor 

® The present booming economy will 
absorb every bit of packaging ma- 
terial that can be produced in almost 
every category in 1951. Package 
users are currently suffering some 
actual shortages and there is a short- 
age psychology and bidding up of 
prices in some categories of materi- 
als which does not appear to be justi- 
fied. The most severe shortages are 
those which so far have been caused 
by an excess of normal demand, 
rather than. any military require- 
ments. 

Practically all packaging materials 
are on voluntary allocation by sup- 
pliers because of excessive demand. 
Excessive demand and a price rise 
has been quite noticeable, for in- 
stance, in paper and paperboard; yet 
figures show that current production 
is more than enough. Some authori- 
ties predict that this paper boom will 
collapse early in 1951. 

The apparent ample capacity of 
producers of both paper and glass 
packaging supplies is among the 
bright spots in the packaging picture 
We believe that the log-jam has been 
caused (1) in the case of paper by 
excessive forward-ordering, which 
must subside before long, and (2) in 
the case of glass by the soda-ash- 
strike tie-up which slowed produc- 
tion last summer. Glass container 
production, with a capacity 40% in 
excess of recent demand, will be 
back to normal by March, 1951. 


Power 
Industry & Power 


E. W. Feller, managing editor 

® Business in the power and indus- 
trial market during 1951 will be as 
good or better than 1950. 

Utilities plan to install almost $6 
million kilowatts (slightly more than 
1950) of capacity during 1951, with 
the Government putting in an addi- 
tional 1,500,000. The Bureau of Rec- 
lamation’s program calls for the com- 
pletion of eight new storage dams, 
five power plants, two canal systems, 





a pumping plant and 2,000 miles of 
transmission lines. 

Plant expansion needed to meet 
the rearmament program is going to 
call for power, process-control, ma- 
terial-handling, and power-trans- 
mission equipment as well as piping, 
electric motors, transformers, boil- 


ers, stokers, etc. 
Power & Operating Engineer 


® In World War II there was no elec- 
tric power shortage, nor any need to 
ration power for civilian uses. War 
production was accomplished main- 
ly by transferring workers from ci- 
vilian production and by working 
second and third shifts. 

Today, power producing facilities 
are still expanding at a record- 
breaking rate, even faster than in- 
dustry’s rapidly growing demand. 
If we continue along the lines of par- 
tial mobilization, capacity reserves 
will actually increase in 1951, 1952 
and 1953. 

Where would we stand 
wise in an all-out war? Better than 
in World War II. Unemployment 
then was very high and now is very 
low. The boost of power peaks by 
adding new workers will be smaller 
this time. 


power- 


Municipalities 
American City Magazine 
Alden Welch, research editor 
® In 1951, municipalities will cer- 
tainly purchase as much equipment 
and materials as they did in 1950.. 
or generally 50% more than ten years 
ago. With full-scale war, the general 
average would drop 12 to 25%. 

Municipal purchases are chiefly 
for the maintenance of essential 
public services: streets, pure water, 
sanitation, electric power, fire and 
traffic control, and simplified office 
procedure. The stability of the mar- 
ket can be illustrated by three cases. 
Asphalt street and highway pave- 
ment sales in millions of tons have 
been as follows: 5.5 (1941), 5.5 
(1942), 4.9 (1943), 4.85 (1944), 48 
(1945), 5.4 (1946), 65 (1947), 7.1 
(1948), 7.3 (1949), 82 (1950), 83 
(estimated for 1951 and 1952, war or 
no war). 

In the water field, minimum an- 
nual requirements are pipe, 375,000 
tons; hydrants, 5,400 tons; and water 














Who selects 
Equipment for 


Air Conditioning 
OFFICE 
BUILDINGS? 


renswenr: 
The Engineers who read 





More and more oGice buildings are be- 
ing air conditioned. ‘The men who design 
the systems and specify the component 
equipment are the same group of widely 
scattered, highly specialized Engineers who 
likewise design heating, ventilating, re- 
frigeration, and piping systems for installa- 
tion in all types of buildings. 

HEATING AND VENTILATING (estab- 
lished 1904) is the monthly engineering 
magazine that brings these men practical 
information that helps them in their daily 
work. Leading manufacturers find it an 
ideal, responsive advertising medium, Send 
for interesting 24-page booklet, “How 
Equipment Is Bought.” 


148 LAFAYETTE ST. 


| Heating and Ventilating NEW YORK 13, WN. Y. 














Wanted 
ADVERTISING 
MANAGER 


A prominent nationally known manu- 
facturer, Chicago area, selling 
through hardware and mill supply 
houses desires top flight man under 
40 with experience in this field. Rapid- 
fire merchandising and marketing 
ideas are essential. Write, stating 
age, education, experience, salary 
expected, and references. 

No phone calls, please. 


GEBHARDT and BROCKSON, Inc. 
600 South Avenue 


Chicago 5, Illinois 











IT PAYS 


See McGraw-Hill advertisement 
on page 141. 
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meters, 470,000. In sewage treatment, 
6,000 plants are now needed, ana this 
service is as vital as water supply. 


ANOTHER 
Public Works Magazine 
REASON 2 Ukiieieeth oie 
2 , ® Mechanization of city, county and 
you exfrert pevsonnel - 


ergh, editor 


state construction and maintenance 

Je 9  offege 
finest facilities procedures is developing rapidly. 
WILL There is a realization that the most 
critical shortage, if an emergency 
LIKE should develop, will be manpower. 
Greater use of equipment is re- 
ducing construction and mainte- 
nance costs. An adequate pool of 
equipment would be the nation’s 
greatest asset in an emergency. It 
would conserve alike the needed 
manpower of the nation and its high- 
ways, sewerage systems, water sup- 


plies and airports 


photo engraving company Teanepertation 
118 SOUTH CLINTON ST. 
CHICAGO 6, ILLINOIS Bus 


Transportation 
TELEPHONE: FR-2-6343-44-45 neces 


® The manufacturing side of the bus 
transportation field, in 1950 at its 
lowest ebb since the depression, is 

eee ~ ~ Ss a - noting certain upward trends 
Heads White Rock since the start of the affair in Korea. 
Scme fairly large recent orders are 
on the books. At the top of the list 
is a $25,000,000 order placed by the 
Chicago Transit Authority for 1,049 

vehicles 

Other big orders, to name just a 








few, are 761 diesel-powered motor 
coaches ordered by Greyhound from 
General Motors, $18,000,000 plus; 
400 diesel buses ordered by the New 
York Board of Transportation from 
Mack Trucks, Inc., $8,000,000; 90 
trolley buses ordered by the Metro- 
politan Transit Authority, Boston 
from Pullman Standard, $1,600,000 

For 1951, the prospects of the in- 
tercity motor carrier and transit 


MORE WITH A 
operator and the manufacturers ap- 


* 
Viewmaster pear to be somewhat better than in 


The E I Portfol Th D 1950. A possible curb in the pro- 
e@ Easel Portfolio at Dis- , ; ate a 
plays One Sheet at a Time duction of automobiles and restric 


in deel diame: Gy alain et tion in their use through government 


flipped over the top. Special con- edict should result in a marked in- 

struction allows all sheets to lie per- 

\ fectly flat without expensive coth crease in the use of transit facilities 
hinging. Loose leaf 

Simply lift Viewmaster by the front 

cover and the automtatic easel sets . 

it up firmly Traffic World 

Carried in stock in four sizes. Robert 1 Raw 


e 


Alfred Y. Morgan has been elected Bay j 
president of the White Rock Corporation, * Also 100s of other tome. : 4 , 
New York, producers of sparkling water, SEND FOR FREE FOLDER # Everything points to a continuation 
ginger ale and flavored beverages. Mr. of a trend in carloadings and truck- 


Morgan and 268,873 other men of action Sales Tools, Vue. loadings that began at mid-year 


throughout American busniess read The 


Wall Street Journal daily L122 W. Madison, Chicago 7 j 1950, when carloadings reversed the 


Advertisement 
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1949 for the 
1950, 


cars on 


curve that ran below 
first six months. On Nov. 1, 
113,071 freight 
order compared with only 17,419 on 
Nov. 1, 1949 

Passenger and 
revenue followed the same pattern 
in 1950 and promises to continue to 
follow it in 1951 


there were 


revenue mileage 


Advertisers increase budgets 





two months normally. War demands 
are not causing any alteration as yet 
in our industrial advertising copy 
appre ac hes 

Current and expected increases in 
advertising production and space 
costs are being met through budget 
increases without changing our pro- 
spective space program. We expect 
to maintain a slightly higher adver- 
Part of 


the increase will go to introduce new 


tising appropriation for 1951 
products and tap new markets 
Askania Regulator Co. 


# One year ago, we had approxi- 
mately $391,000 in 
while our backlog of today runs t 
approximately $531,000. We do ex- 


pect a gradual increase in business 


unfilled orders, 


during 1951 it may run as high as 
10 

We will probably require between 
5 to 10° 
adequate advertising program. 


more money to carry an 


Pacific Pumping Co. 
® To date the military situation hus 
not affected our backlog picture 
which is slightly larger than that of 
a year ago. At this time we anticipate 
no change in advertising approach 
We do expect to increase our adver- 
tising appropriation for 1951 

We have no plans for tapping new 
industrial markets. We will advertise 
certain types of pumps which have 
been added to our line. We propose 
to do a fair amount of direct mail 
and a little industrial advertising in 


technical and business papers 


Chemical Industries 
changed its name t 
Week 

Petroleum Engineer . . 
offices in the Monadnox 


Jackson Blvd thicag 


Now you can buy 


Rag Bond Envelopes 
that SEAL QUICK 
and GRIP TIGHT 


Now, faster than ever sealing for 
your rag bond envelopes! For 
U.S.E. laboratories have devel- 
oped “GRIP-QUIK,” a new ad- 
hesive that produces a_ perfect 


seal, instantly, permanently. 


GRIP-QUIK* Seal Flap Gum 
can be applied to any rag-content 
bond without requiring changes 
in surface sizing. Your bond en- 
velopes will seal easily and stay 
sealed — wiil have the snap and 
crackle, opacity, fine printing and 
writing surface and exact match 
with paper that you desire. 

Ask your paper merchant for 
samples. oe 


*Trade Mark of United States Envelope Company 


aie 


UNITED STATES ENVELOPE COMPANY 


14 Divisions Coast to Coast 
SPRINGFIELD 2, MASSACHUSETTS 


GRIP-QU/K 


SEAL FLAP GUM 





'RAG BOND 


ENVELOPES 


MADE FOR 


American Writing Paper Corp 
Brightwater Paper Company 
Byron Weston Company 

L. L. Brown Paper Company 
Crocker-McElwoin Company 
W. C. Hamilton & Sons, Inc. 
Keith Paper Company 

Millers Falls Paper Company 
Neench Paper Company 
Parsons Paper Company 
Whiting-Plover Paper Company 
Whiting & Company 

Valley Paper Company 





. 


Assignments covered trom coast to coast 10" 
edvertising, editorial and research purpesss. 


Sicues Write for booklet 


PARK PLACE WEWARK 28 





SIMPSON-REILLY, LTD. 
Publishers Representatives 


Since te2e 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 





See McGraw-Hill advertisement 
on page 141. 
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coming in April. . . 


CIVIL DEFENSE 
ISSUE 


Can your products be 
used in civilian defense? If 
s0, they should be in this issue . . . 
the most important Public Works has 
ever published. Devoted entirely to 
the tremendous new problems Amer- 
ican communities must be ready to 
meet, it will be used by city and 
county engineering officials 
everywhere. Write today for 
complete information 


Batic Works 


308 East 45th Street - New York 17, N.Y. 





You get down to 
Bedrock 
When you advertise in 
BEDDING! 


You're not paying for waste when 
you buy this book—the only pub 
lication in the Bedding field. Every 
subscriber constitutes pay dirt right 
down to bedrock—for the readers 
of BEDDING produce 90% of the 
industry's volume. Cost—per page 

344¢ per subscriber (12-time rate). 
Thus dominance in the ONLY book 
in the field at 10% cost! Advertise 

BEDDING-wise! 


ssp oa Send for our new 
if y 


MARKET DATA FILE. 
Most revealing! 








Merchandise Mart, Chicago 54 
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Problems in marketing 


4 
ed from page 24 


Manufacturers’ agents outsell? 


tinued from page 33 





“In “Problems” of your November 
issue, you quote query, and reply to 
an advertising manager as to what 


| if anything advertising men might 


be able to do to stem the tide of in- 


| creasing taxes 


“I had thought for a long time that 
one of the most effective ways in 
showing the individual the amount of 
tax he himself is paying would be to 
show it on invoices. If the automo- 
bile dealer would present his cus- 
tomer with an invoice broken down 
by price paid for the automobile and 
the separate additional amount being 
paid in total taxes on the transaction, 
I am pretty sure that there would be 
a shock reaction that might hold 
through the next meeting of the la- 
bor union even up to the date of 
voting 

“It would seem as 
though the advertising profession can 
do something to merchandise such a 
program to the dealers who are in a 
position to hit their customers with 
the fact that taxes are paid by the 
individual and not by business cor- 


certainly 


porations.” 


| Are construction reports needed? 


sell and 

nd irselves 

than we can possi 
td ther companies 
reports under a simi 


ertising Manager 


think that 
construction reports were complete- 
ly unnecessary. Perhaps it is just 
as well, though, to continue them in 
order to have a feel of the market 
and an opportunity to pick and 
choose the jobs you can handle most 
effectively and the most profitably. 


would 





How to sell to armed forces 

Mill & Factory, Conover-Mast 
Publications, New York, has prepar- 
ed a chart entitled ‘How to Sell to 
the Armed Forces.’ Data includes 
what is bought, who buys it, where 
and how purchases are made. The 
chart is printed on both sides of a 
23x36” sheet, and may be had by 
sending 25c to the publication at 205 
E. 42 St., New York. 


do-what-you're-told aura that oc- 
casionally surrounds the sales office. 
He believes that the agent some- 
times is able to do entertaining and 
personal favors to a greater extent 
than the direct salesman. 

Harry O. McCully, sales vice- 
president, Russell, Burdsall & Ward 
Bolt & Nut Co., Port Chester, N. Y., 
adds that the area and volume po- 
tential of a territory are more im- 
portant than the size of the com- 
pany or its line. Both W. E. Cald- 
well, vice-president, Cleveland Twist 
Drill Co., and R. M. Johnson, vice- 
president of Norton Co., Worchester, 
Mass., express a strong preference 
for selling through distributors or 
jobbers and point out that their type 
of product is a fundamental determi- 
nant. 

In general, as companies grow 
they tend to set up sales offices of 
their own in areas of heavy sales 
concentration, such as New York or 
Chicago. Broadening of the line 
seems to hasten the tiansition to di- 
rect selling. Despite this generaliza- 
tion, there are many outstanding ex- 
ceptions, companies which have used 
representatives for years, and appar- 
ently have no changes in mind. 

L. O. Witzenburg, general sales 

manager, Cleveland Worm & Gear 
Co. explained: “From its start this 
company cast its lot with the inde- 
pendent manufacturers’ agent.. 
many of our present agents having 
had the line for 20 years or longer. 
The steady growth and present po- 
sition of the company in its industry 
is due, we feel, primarily to the suc- 
cessful efforts of our agents. Nat- 
urally, these agents have prospered 
along with the company, which is as 
it should be.” 
Is it possible to control the activ- 
ities of manufacturers’ agents as 
successfully as your own sales 
force? 


Twenty of those expressing an 
opinion said, “No,” usually pretty 
emphatically. Four said, “Yes.” 

Fred Emerson, sales manager, 
Spartan Saw Works, Springfield, 
Mass., pointed out that the manufac- 
turer’s agent went into business for 
himself primarily to be independent 





and free to operate as he sees fit. 
Robert W. Nelson, vice-president, 
Herman Nelson Div., American Air 
Filter Co., Louisville, said: “If strict 
control is exercised over an agent he 
is no longer independent but a com- 


Cover the PAPER INDUSTRY Market 


| penetrate every 
avenue for 


Sales! 


pany salesman paid on a commission 
basis.” 

Fred Cole, sales promotion man- 
ager, Prat-Daniel Corp., East Port 
Chester, Conn., said that it’s more a 
question of influencing than control- 
ling, and of persuasion, not regimen- 
tation. His company depends upon 
advertising to produce inquiries to 
pass on to the agents to keep them 
actively working on the Prat-Daniel 
line 

A big midwestern company which 
has used agents for a quarter of a 
century reports good success at con- 
trols in all respects but missionary 
work. G. P. Towle, executive vice- 
president of Sturtevant Mill Co., 
Boston, is another who felt that con- 
trols can be maintained. 

T. S. Fitch, president, Washington 


Steel Corp., Washington, Pa., said: 
J 


W ITH the nation’s paper requirements at 
; . an all time high—the market is prime for 
“If you pick goc? agents, 1 don’t 


new purchases and replacements of ma- 
think the matter ox direct control is 


mn chinery, chemicals, equipment and sup- 
too important 

In recent years, several marnufac- plies. 
turers committed to selling through Cover it with adequate monthly advertise- 
representatives have revised com- ments in The Paper Industry coupled with 
pensation plans to reward, through four or more pages of product information 
in the yearly Paper and Pulp Mill Cata- 
logue. We can bind in any special circular 


you have pertaining to the industry or pre- 


special commission payments, coop- 
eration on sales call reports, long 
range development and other ac- 
tivities agents look upon as objec- ; nik . 
tionable and unprofitable pare new material. New edition in the 
making. 





What advantages are there to 
Phone, write or wire for complete details. 


FRITZ PUBLICATIONS, INC. 


CHICAGO, IL 


A SERVICE ORGANIZATION 
TO PAPER AND 
PULP MAKERS 

SINCE 1919 


using manufacturers’ agents in- 
stead of your own sales force? 


The uniform answer was, of 








course, lower sales costs, or costs 
held to a fixed percentage of sales. 59 EAST 
But many other points were cited. 
George L. Davis, president, Vulcan 
Soot Blower Corp., Du Bois, Pa., be- 
lieved that in bad times the agent 
does a better relative job than direct 





AGENCIES /ADVERTISERS 
Make Your Mailings 
THE WEBER WAY AND SAVE 


salesmen, since if the agent doesn’t 
sell, he doesn’t eat, while the salaried 
man always has something coming 
in, regardless. “Some years ago I 
tabulated sales figures over a 10- 
year period, during which times 
were both good and bad,” Mr. Davis 
said. “I found that the average effi- 
ciency of our agents topped that of 
our salaried men in both instances. 
In bad times, however, agents beat 


See McGraw-Hill advertisement 
on page 141. 








For 100 or 1-million name lists, 
Weber has your answer to low- 
cost, mechanical addressing 
of envelopes, post cards, 
catalogs, etc. Address 

from typewritten hec- 

to rolls at = 

of 1500 per r. 

No costly plates 

or messy stencils. 

Write for near- 


est dealer. 
FREE! > 
“Hew to Boost 
Seles By Moll”. . 


WEBER ADDRESSING 
MT PR t 
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facts 


about the MARKET 
of the $12 Billion 
TELEPHONE INDUSTRY 


Adding & Bookkeeping mochines — 
Addressing mochines — Air clean- 


erms — Cable reel corriers — Cords — Drills 
— First aid equipment — Insulators — Motor 
Trucks — Poles — Pole line herdwere — 
Linemen's occessories — Office furniture — 
Operator's chairs — Paper — Printed forms — 
Protective equipment — Pins — Solder — 
Sores irons — Switchboords — Telephones 

Tepe — Trailers — Tools — Truck bodies, 
Wire and hundreds of other items used in tele- 
phone offices and plants 


see HOW THIS HUGE MARKET 
CAN BE ECONOMICALLY DEVELOPED 


Just off the press . . . and its 
FREE. Write for a copy today. 


TELEPHONE ENGINEER 
Publishing Corporation 
Phone ROgers Park 4-3040 
7720 Sheridan Rood — pscsttedt 26, Miinois 


“The: pulling power 
of your publication 


leaves nothing to be desired 
because a recent squib therein 
has sent us so many inquiries 
that we are going to ask you to 
extend us a small favor. 
Would you please have these 
inquiries sent us in duplicate 
form? We can then keep one 
copy here for our files and route 
the other to the division con- 
cerned.” 

These are the unprompted 
words by which Mr. Robin 
Douglas, Advertising Manager of 
GENERAL AMERICAN TRANS.- 
PORTATION CORPORATION 
states his observation of the fact 
that 
CEP REACHES and INFLUENCES 


THE PROCESS INDUSTRIES! 


PAID 
CIRCULATION 
of 
CEP 
has doubled 
in 
32 years 
REACHES 
the Than in Responsible Charge 
120 East 41st Street, New York 17 
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salaried men much more than they 
did in good.” 

W. A. Damerel, Whitney Chain 
Mfg. Co., Hartford, Conn., said that 
an agent with a pre-established “fol- 
lowing” can give a company a quick- 
er start in a territory 

The vice-president of a 
eastern industrial company 


well- 
known 
summed up another advantage listed 
by several respondents as being even 
more important than low sales costs 
“The principal advantage of manu- 
facturers’ representation,” he said, 
“is the ability to have on your sales 
force men of much higher calibe: 
than you could otherwise attract. Of 
course, you do not have them to the 
exclusion of all others, but when a 
job of importance comes up, they 
are there with all their skill, initia- 
tive, ingenuity and stature to help 


get the order.” 


Other than lack of direct control 
under certain circumstances, do 
you see any other disadvantages 
in manufacturers’ agents? 


Lots of them, say the sales execu- 
tives 

Lack of flexibility on prices in 
competitive bidding, and “owner- 
ship” of accoun*s by the agent, said 
J. J. Breshnahan, sales manager, 
Crosby Steam Gage & Ashton Valve, 
Boston 

Higher cost of selling, when vol- 
ume becomes very substantial, said 
several others 

Elimination of field selling as a 
training ground for executive per- 
said Mr. Nelson, American 
Air Filter, Louisville 

Inadequate know!edge of the line, 
Arm- 
Chicago. Six 


sonnel 


said G. M. Hess, sales manager, 
strong-Blum Mfg. Co.. 
others agree 

One sales manager is concerned 
when 


“ ith succession agents are 


used. “In a given territory,” he said 
“you can have a very effective agent 
who has done a good job for a long 
time. Then . . all of a sudden you find 
he has decided to 


has turned over part of his business 


take it easy and 


(or all of it) to a son, a son-in-law, 
a nephew or a friend who is not at 
all fitted for the work.” 

Many sales managers who find 
considerable fault with the manufac- 
turers’ representatives still feel that 
at least in the thinner territories they 


are the best method of distribution 
for their company at this time. For 
the companies which must or want to 
live with a sales agency policy, 
therefore, there are some practical 
suggestions in the methods used by 
others. 
Prat-Danie! 
newal not automatic, but contingent 


makes contract re- 


upon attaining a minimum quota 

R. P. Welles, president, Rolock, 
Inc., Fairfield, Conn., stressed the 
importance of choosing manufac- 
turers’ representatives composed of 
several people having their own of- 
fice force, so that should anything 
happen to one man the organization 
can carry on, assuring sales and 
service continuity 

R. Wetzel, Charles L. Jarvis Co., 
Middleton, Conn., “Don't 
set up too large a territory. If a terri- 


warned 


tory is too large for one man to han- 
dle, it is usually neglected. In such 
an area one man cannot do justice to 
the manufacturer if he must cover 
many accounts with the result that 
he does not get much business from 
any of them.” 

Others point out that contracts 
should carefull: 


orders to avoid possible disallowance 


cover government 


of sales expenses either on tax re- 
turns or in event of renegotiation 
Some of the most successful mar- 
keters lay great'stress on not being 
concerned if the agent has a high in- 
come. This point of view was well 
summed up by Tom Fitch, Washing- 
ton Steel Corp. president 
agent 


There 


nave been more than one manufac- 


“A good manufacturers’ 


often makes a lot of money 


turers’ agent who made more than 
the president of the company sup- 
plying the material or product. Fre- 
quently in such instances, the manu- 
facturers’ agent is more or less ar- 
bitrarily cut back on his commis- 
sions .. and the results are likely to 
be disastrous. I don’t care how much 
the agent makes. . because the more 
he makes the more good business we 
have on the books.” 

It is the opinion of Mr. Witzen- 
burg, Cleveland Worm & Gear, that 
the lack of success with agents is 
often traceable to the company's pol- 
icies. He asserted: 

“In my opinion, too many com- 
dissatisfied with 


agents because of 


panies become 


manufacturers’ 





the companies’ own selfishness. The 
companies grow alarmed at the size 
of the commission checks and lower 
the rate, or they are reluctant to 
spend the necessary time and money 
working with their agents, keeping 
them informed on the product and 
the market .. in short, expecting the 
agent to do the job without the 
necessary tools. 

“Some companies do not realize 
the necessity of a fair and equitable 
policy for splitting commissions be- 
tween two or more agents working 
on the same orders, and others for- 
get that it is necessary to keep their 
product salable..competitive in 
both quality and price.” 

On a subject on which there is so 
much controversy, there is agree- 
ment on these principles: 

1. No single selling plan is the one 
best for all companies. Few single 
plans are ideal for any one company. 

2. If manufacturers’ agents are 
used, their cost, compensation basis, 
sales coverage and personnel should 
be reviewed fully as frequently as if 
the agent was your direct sales force, 
and in spite of the fact that it is much 
more difficult to do 





Walter Geist, Allis-Chalmers 
president, dies at 56 


® MILWAUKEE Walter Geist, 56, 
who rose from errand boy to presi- 
dent of one of the nation’s leading 
industrial suppliers, died Jan. 29 of 
a heart attack at Columbus hospital 
Mr. Geist was president of the only 
company he ever worked for 
Allis-Chalmers Mfg. Co. Studying at 
night school, he was promoted from 
errand boy to draftsman and at 30 
had developed a multiple V-belt 
power transmission system for tex- 
tile industries, an invention that 
earned $30,000,000 for the company. 
After selling the belt to manufac- 
turers, he became sales manager of 
the general machinery division in 
1933, vice-president in 1939 and 
president in 1942 
William H. Easton, Jr. . . has beer 
manager, Otis 
New York, succeeding Richard 


who will take on special 


advertising 


sft ~ 
A. Petersen, Otis president 


You get MORE circulation among Con- 
tractors and Wholesalers (circ. 35,000). 
You get MORE buyers of each type of 
heating and plumbing product. You get 
MORE genuine reader interest, as evi- 
denced by phenomenal reader response. 
Whether your objective is sales, prestige, 
education, or reminder—investigate this 
powerful medium! 
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Heat 


Warm oir furnaces 
Warm air baseboards 
Floor furnaces 


Convectors 

Unit heaters 
Valves, traps 
Finned coils 


Registers 
Blower-filter units 
—many others 


Gas Heat 





“mony other 

















Gas-burning boilers 
ond furncces 

Unit heaters 

Wall heaters 

Floor furnaces 

Water heaters 

Conversion buriers 
—mony others 


Plumbing 


Sinks 

Bathtubs 

Toilets 

Toilet ports 

Foucets 

Dishwashers 

Shower-stalls 

Garbage dispo“al units 
—many others 


Oil-burning 
Unit heoters 


Tonks 














and furnaces 


Oil Heat 


Air 


boilers 
i Conditioning 


Conversion burners 


Nozales, strainers, 
other accessories 
—many others 


Tools 
& Shop Equipment 


Pipe threaders 

Pipe benders 

antine equip. 

TING equip. 

Auto cache" . 
Portable drills 
Portable Sows 
Storage bins 
Catalog files 


Instruments 
Pipe, fittings 
Tubing 


so 
MeStic weter e . 

; ements, coatings 

"suletion 

Prefab chimneys 


many Others 
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Bell & Howell V. P. 


C. G. Sehreyer has been named vice 
»resident of the merchandising division of 
Sell & Howell Company, Chicago, manu 
facturers of motion picture equipment. He 
is one of 268,873 daily Wall Street Journal 
readers from coast-to-coast. To reach men 
who are stepping up in business, advertise 
in America’s Only National Business 
Daily 





Advertisement 


OVER 
32,000 


Purchasing and management ex- 
ecutives — who directly control 
or influence purchases of metals, 
equipment, and machinery — are 
regularly reading, 5 days each 


week, over 


11,500 


Paid Subscriber Copies 


@ 


Subscriptions $20 per annum 


American Metal Market 


Daily Since 1899 
18 Clift St.. New York 38, N. Y. 
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Harper's sales training 





been to find new applications of Har- 
per’s non-corroding items. One big 
help in tackling the job has been a 
sales call report system. The sales- 
man is trained to keep an eye out for 
new applications and for information 
that might lead to them as he makes 
calls. His observations and ideas are 
noted on call reports that are col- 
lected and studied in the home of- 
fice. The company also sends letters 
to new accounts, asking (1) what 
are the fasteners you purchase used 
for? (2) what conditions are they 
subjected to? (3) why was the par- 
ticular alloy chosen? (4) what 
brought you to Harper? 


The selling job . . is often a tough 
one . . because the price of non-cor- 
roding items is higher. The job is to 
prove to manufacturers that non- 
corroding parts can cut long-term 
operating costs 

For instance, in the refinery indus- 
try a good customer longer- 
lasting, non-corroding fasteners are 
now being used on many fractionat- 
ing towers despite the fastener price, 
which is 15 or 20 times higher than 
ordinary fasteners. One reason is 
that when the towers are down for 
repairs on something as simple as 
corroded parts, the loss in produc- 
tion capacity is $1,600 an hour 

Whereas the refinery and utility 
industries are major markets, other 
strong ones are electronic manufac- 
turers, the marine industry and 
makers of paper machinery 

The manner in which Harper is 
able both to stimulate and capitalize 
upon the progress of industry is 
demonstrated in the utilities field. 
For instance, General Manager 
Spoehr explains 

“Methods of treating lumber have 
progressed so rapidly that wood tele- 
phone poles now can be treated to 
last 35 years as compared with 10 
or 15 years formerly. This makes it 
more worth while to the telephone 
to put longer-lasting 

including non-corrod- 
ing parts on those poles. The re- 
sult has been a bigger utility market 
for Harper.” 

The company, which pays sales- 
men with salary and bonus, former- 
ly fixed bonuses arbitrarily, but re- 


companies 


equipment 


cently switched to a system where- 
by the bonus is set by the number 
of points the salesman scores in 16 
categories. The categories, listed on 
one sheet, include (1) knowledge of 
the company, prices, products and 
policies, (2) organizational ability, 
(3) knowledge of key accounts and 
(4) interest and participation in 
community and other outside ac- 
tivities. 

The last of these is included on 
the theory that anyone, in order to 
be a good salesman, must be a good 


H. M. Harper . . from $5,000 to $2,000,000 


2 murketing and pilowead-Dack earings 





man, i. e., he must have character 
and a social conscience. Management 
executives score the salesman on 
points and pay bonuses accordingly. 
The system was developed by Libby- 
Owens-Ford Glass Co., Toledo, and 
with Libby’s cooperation was 
adapted by Harper to its own needs. 

The full H. M. Harper Co. story 
is fundamentally a story of market- 
ing. It’s best told in terms of Mr. 
Harper, himself. He was 22 years old 
when he decided to skip college, use 
his brief experience in machine 
shops and start business for himself 
in a two-room shop that had been a 
stable in Evanston, IIl., outside Chi- 
cago. 

He looked about for products to 
make on his two machines. He 
studied nuts and bolts and turn 
buckles. He considered one item with 
l¢ worth of material plus labor and 
overhead costs, priced at 16¢. He 
looked at other items. He could 
make them. The problem was to sell 
them . . and there was plenty of com- 
petition 

After footwork and hard talking, 





he finally landed an order for turn- 
buckles, which heretofore had come 
almost wholly from eastern manu- 
facturers. He persuaded other buyers 
that a small, Chicago company could 
make a good product . . and he be- 
gan getting orders for nuts and 
bolts. 

As he increased the number of 
sizes, the business got more compli- 
cated and volume rose. He added 
machines, moved into a larger Chi- 
cago plant, began stocking ahead of 
orders and boosted sales from $7,- 
200 in 1925 to $27,000 in 1926 and 
$47,000 in 1927. 

In the 1930's, the company pushed 
national distribution. In 1939 stain- 
less steel entered the field. Mr. Har- 
per, who has continued to em- 
phasize specialty items, entered 
stainless steel lines, as he had gone 
into bronzes, Monel and other non- 
ferrous metals for which the selling 
point was non-corrosion or hardness 
or both. 

After Pearl Harbor, 80% of pro- 
duction went to the Navy. 

The addition of new district of- 
fices and the new sales staff in 1947- 
48 was matched on the prcduction 
end by the building of the present 
plant in Morton Grove . . where new 
machinery is added continually 

The company provides in the 
plant a modern cafeteria and lodge 
room, and charters busses to haul 
100 of the 450 employes to work 

Mr. Harper, at the age of 49 presi- 
dent of a medium-sized, $2,000,000 
company with customers among the 
biggest manufacturers in the land, 
might seem formidable to the plant 
workers . . but they call him “Mike” 
and get away with it. The same 
treatment goes to “Vic” Spoehr, who 
has been with Harper most of the 
way 

The company feels that develop- 
ment of new and better alloys and 
non-ferrous metals will keep the 
market and the company growing. 
Harper, in order to help locate and 
expand that market, spends about 
2% of sales on advertising, which in- 
cludes business papers and direct 
mail . . and in 1951 will be expanded 
to Business Week. 

Advertising aims at convincing 
management that Harper can advise 
on non-corrosive alloys best suited 
to specific nut and bolt needs. Space 
will run in 18 publications. Buchen 
Co., Chicago, is the agency 


IT PAYS 


to advertise 


in a publication 


where the audience 


pays to see you... 


McGraw-Hill Publications 
reach the greatest paid 
audience of business and 
industrial buyers in the world. 


Basic circulation principles are 
othe wr” discussed in a new McGraw- 
Nae" Hill booklet, “Intrinsic Values 
aoe of Paid Circulation.” Ask your 

McGraw-Hill man for your 
copy, or write us on your bus- 
iness letterhead. 


McGRAW-HILL 
PUBLICATIONS 


330 West 42nd Street, New York 18, N. Y. 
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@ Read by nore coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 
CHICAGO 
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For over 65 years the leading 
journal of the coal industry 











MAGAZINE 
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Clippings from the business press, 
farm publications and consumer 
magazines can supply valuable infor- 
mation in the operation of business 
Used by business organizations and 
their advertising agencies for collect- 
ing editorial publicity, for maintain- 
ing competitive advertising files, for 
making research and market studies 
and for developing sales prospects. 
Booklet No. 50 Clippings Aid Business 
Booklet No. 60 Magazines Read by Bacon's 
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343 $e. Dearborn St 








EXPERIENCED PROCESS 
INDUSTRIES MARKETING 
MAN AVAILABLE 


1oUu rganization make avail 

aluable right-hand man, chemi 

rained and possessing a sound 

ng knowledge ff sales, market 

und customer service rela 

nbination qualifies 

freat assistance to bt 

ng agency executives 

arketing equipment or 

hemical process indus 

fine personz vy, edu 
background . 
hemical proce 

inside and out. Prefers 

Please address Execu 

dent, 5th floor, 57 Park 











: NB 


4 Jourcal o@f Constructive Help 
te the Sheet Metal, Ventilation 
Cundivioning Werm Air 
Reofing Trades 











Industrial Advertisers whe know 
their market well 


SNIPS MAGAZINE 


5707 W. Lake St.. Chicage 44, tt. 








Professional man with background 
in European Reconstruction work. Age 
Wish con- 
nection with American importing 
Write: E. Breuil, 41 Rue 


Marseilles, France 


65; honors, awards, etc 


house 


Daumier 
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Plan ads to help buyers 


ge 56 





over 1950, 
should not be a serious factor 
Most increases in space budgets 


to average about 5 


are being used in new media to reach 
new markets heretofore under-de- 
veloped, or because of the establish- 
ment of a new product or service 
Production costs should remain fair- 
ly constant at about 18% of total 
space used 

The opinion here in Canada is that 
the unsettled international situation 
will not affect copy approaches or 
media selection. Copy itself will con- 
tinue to be informative W. GEORGE 


AKINS, president 


Gebhardt and Brockson, Inc. 
@ Most budgets are being upped . . 
partly to meet increased costs of 
space and production, partly to pro- 
vide added sales horsepower. In- 
creased budgets will be used, in most 
instances, for increased activity m 
present markets. A few clients will 
go after new markets 

Present policies are contingent on 
avoidance of war. A war economy 
will undoubtedly cause changes of 
copy approach and very likely of 
media, but probably won't lead to 
curtailments . . E. A. GEBHARDT, presi- 
dent 


Bert S. Gittins, Advertising 
® Most advertisers seem to feel that 
as long as they have goods to sell 
it is only good business to continue 
with their regular program of ad- 
vertising promotion and selling 

We have seen no indication of any 
spectacular increases .. just the nor- 
mal expansion to cover old markets 
more thoroughly or to reach into new 
markets. Neither have we seen any 
marked tendency to reduce sched- 
ules. There will undoubtedly be some 
reductions here and there, but it will 
be the exception and not the rule 

It isn’t exactly a case of “business 
as usual” because everyone is trying 
to figure out what may happen 
BERT S. GITTENS 


Torkel Gundel, Advertising 


® Most of our clients are business 
paper publishers who plan about the 


same size program for 1951 as in 
1950. Two of them plan a more in- 
tensive direct mail program for 1951. 

We have sold some of our clients 
on the idea of repeating good adver- 
tisements to offset increased produc- 
tion costs as well as space costs. We 
favor this as the advertiser's dollar 
doesn’t begin to work for him until 
his message is published . . TOoRKEL 
GUNDEL. 


Carr Liggett Advertising, Inc. 
# Our industrial advertisers are 
planning to spend as much as or pos- 
sibly a little more than in 1950. 

We have no new products, substi- 
tute materials or radical changes of 
policy or methods in sight. Current 
and expected increases in advertis- 
ing space and production are being 
accepted as inevitable and most 
budgets allow for them. 

Some of our accounts may have to 
switch to back-order situations on 
some of their lines, and may require 
“service” advertising on suspended 
lines to help customers maintain 
equipment that cannot be replaced. 
We do not see either boom or depres- 
sion for industrial advertising in 1951 

CARR LIGGETT, president 


J. M. Mathes, Inc. 
® More, definitely, will be spent for 
industrial advertising among our 
clients. I do not believe that we will 
be so seriously affected by produc- 
tion and space costs that it will be- 
come a problem in 1951 

Advertising dollars probably will 
increase for new product campaigns, 
but a growing budget will also go in- 
to institutional public relations ad- 
vertising. In some cases, new media 
will be used . . J. M. MATHES, presi- 
dent. 


James A. Stewart Co. 

® The war situation will not call for 
different copy approaches or differ- 
ent media. The seller’s market is af- 
fecting advertising and marketing 
very little. We are still planning 
strong selling copv. 

There is no indication that current 
and expected increases will affect 
our activities and we believe more 
will be spent for industrial advertis- 
ing .. JAMES A. STEWART, president. 





Byer & Bowman 
® None of our clients has curtailed 
business paper advertising because 
of the war situation. In some cases 
where advertisers are experiencing 
a shortage of critical materials, copy 
appeals are being changed to the 
“institutional” type 

Our clients will spend more for in- 
dustrial advertising in 1951, due not 
entirely to an expanded schedule, 
but to rate increases. In one instance, 
rate increases will increase an ap- 
propriation by $25,000..HERBERT 
BYER 


Picard Advertising Co. 
® Most of our industrial customers 
are of the opinion that there will 
definitely be a shortage, but not 
enough to cause any drastic changes 
in their selling approach. For the 
beginning of the year at least, copy 
and media will be very much the 
same as before 

At the present time, the prediction 
is no excise profit tax, which will 
mean a curtailment, in our opinion, 
of advertising in the face of a seller’s 
market ..R. A. PICARD, president 


Fox & Mackenzie 

s Our industrial advertising ac- 
counts will continue in 1951 with 
generally increased schedules. Copy 
emphasis, in most cases, will be for 
product and brand recognition. Ag- 
gressive selling copy will be soft 
pedalled although specific products 
will be promoted 
dent 


. W. A. FOX, presi- 


George T. Metcalf Co. 

® We have not found that the war 
situation is critical enough to call for 
any changes in copy approach or 
media. Increases in space and pro- 
duction costs have made our clients 
examine their budgets more care- 
fully, and in some cases they have 
eliminated certain fringe publica- 
tions. However, we have not had 
much difficulty in getting our clients 
to approve some over-all budget in- 
creases. 

Five of our clients are spending 
most of their money to introduce new 
products, while one has set up a spe- 
cial budget to promote defense pro- 
duction facilities..GeORGE 1T. MET- 
CALF, president. 





The Super-Market In the id of America’s Industrial Future 


ORK! So you want Facto! 


Note these Figures from Readership Survey Just Released! 
Question No. 1 
“What Construction Publications Do You Read Regularly?” 


Paper “A” 4°, 
Paper "B" y 4 
Paper "C" 0.5%, 
Paper “D" 4y, 


" ‘ oy 
/ 








Paper 
Paper “F’ Wy 


Paper 1%, 
Paper “H" 6% 
Construction News Monthly 74.75% 


Write us for a copy of this survey just released by 
Research Report Co. of Chicago 


A recent survey proved what we already knew! For example, the above figures! 
All those directly associated with the construction field were asked this and other 
unbiased questions by the Research Report Co. 

Most of the people in the construction field in this area you want to sell, read 


CONSTRUCTION NEWS MONTHLY. NO OTHER BOOK IS NEEDED! 
Why Scatter your Shot when you can 


get Concentrated Circulation plus Eager Readershife 7 


br select your newspapers by markets. Why not construction papers? Here, it's 
.N.M. It’s the contractors’ NEWSpaper, keeping them informed of bids wanted, 
the lifeblood of the business), lettings. and other news of the industry in the 
area served by C.N.M. 
CONSTRUCTION NEWS MONTHLY is a “must”. 
OVER 6500 READERS 
Send for a copy of publication, complete data, list of regular advertisers, etc. 


ONSTRUCTION 
NEWS MONTHLY 


Reporting 
CONSTRUCTION ACTIVITIES 


In Oklahoma, Eastern Missouri, |_| 
Arkansas, Western Tennessee, oH 





Mississippi and Louisiana 


LITTLE ROCK, ARKANSAS 











LOOK FOR 
THIS EMBLEM 


When you see it in the advertisements of busi publicati in their 
promotion copy in folders, on blotters, in circulars—you are being reminded 
that the publication has filed its complete reference data in The Market 
Data Book Number. It means you can find facts on the publication's edi- 
torial services, circulation, influence, market studies, and similar 
information, adj ? to plete data on the market it serves. 


Market Data 
Book NUMBER 
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You Can’t Afford To Miss 
CERAMIC BULLETIN’S 
53rd Annual Meeting 
PROGRAM 
ISSUE! 


Better than 2,000 ceramists in every 
branch of the vast BILLION DOLLAR 
ceramic industry will be attending the 
53rd Annual Meeting of the American 
Ceramic Society at Chicago on 
April 22-25th. 


Mid-Century Market will be attended 
by the men who yearly buy, specify 
or recommend purchases of the bulk 
of materials and equipment bought 
within the ceramic industry—your 
products included! 


At no other time throughout the year 
will ceramists be more keenly inter- 
ested in your products than just prior 
to the convention itself. And what 
better way to reach these receptive 
Ceramic Bulletin readers than by car- 
rying an advertisement in the March, 
Mid-Century Market issue of C.B.! 
Copies of this issue will be presented 
to each registrant at the meeting. 


Don't delay in placing your adver- 
tisement in the Ceramic Bulletin's BIG 
MARCH, Mid-Century Market  is- 
sue—do it NOW. Forms for this issue 
close the 2st of February. 





RATES 
$200.00 
140.00 
80.00 
50.00 


Full Page 
Half Page 
Quarter Page 
Eighth Page 





Reserve your Booth At The 
American Ceramic Society 53rd 
Annual Meeting Mid-Century 
Market at the Palmer House, 
Chicago, April 22-25th. Re- 
member, there are only a limited 
number of booths available. 
Write or ‘phone C. S. Pearce, The 
American Ceramic Society, 2525 
North High Street, Columbus 2, 
Ohio 


The Ceramic Bulletin 


2525 North High St.. Columbus 2, Ohio 
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Index to Advertisers 


Advertising Council, The 121 
*Aeronautical Engineering Review 132 
Air Conditioning & Refrigeration 
News on 
*American Artisan 10-11 
American Aviation Publications, Inc. .. 20 
*American Builder -. 51 
*American Ceramic Society 
American Chemical Society, The 
American Machinist 
*American al Market 
*American Society of Civil Engineers. . 
*American Society of Mechanical 
Engineers 
American ~ang S 
Refrigerating ngineers 
American Type Founders 
*Annual Meat Packers Guide 
*A.S.M.E. Mechanical Catalog 130 
*Associated Construction 
Publications 


24 
Facing 65 
122 


*Bacon’s Clipping Bureau 

Beaverite Products, Inc 

*Bedding 

Black Diamond 

Breuil, . 
Business News Publishing Co 
Business Week Insert Between 
*Butane-Propane News 


Cantine Co., The Martin 
*Ceramic Bulletin 
*Ceramic Industry 
“hemical & Engineering News 
‘hemical Engineering 
“*hemical Engineering Catalog 
“~hemical Engineering Progress 
“hemical Industries Week 
“hemical Materials Catalog 
“hemical Processing 
“hilton Publications 
vil Engineering 
‘lark-Smith Publ. Co 
‘oal Age 
“onover-Mast Publications, Inc 
66, 79, 83, 4th Cover 
“onover-Mast Purchasing Directory 83 
“onstruction Bulletin 87 
“onstruction Digest a7 
“onstruction Equipment 79 
‘onstruction News Monthly , 143 
“onstructioneer 87 
*Contractors & Engineers Monthly 


2 
2nd Cover 


Daily Journal of Commerce 
*Dairy Industries Catalog 
*Dixie Contractor, The 
*Dodge Corp Ww 
*Domestic Engineering 
*Domestic Engineering Catalog 

Directory 


*Electric Light & Power 

*Electrical Catalogs 

*Electrical Construction & 
Maintenance 

*Electrical World 


5 
3rd Cover 


26-27 
4 


*Factory Management & Mainte- 
nance 

Food Processing 

*Foundry, The 

*Fritz Publications, Inc 


Gebhardt & Brockson, Inc 
General Binding Corp 
Glenfield Plastics, Inc 
Gulf Publishing Co 


*Haywood Publishing Co 

*Heating, Piping & Air Conditioning 

*Heating & Plumbing Equipment 
News 

*Heating & Ventilating 

Heinn Company, The 

*Hospital Management 


*Ice Cream Review, The 
*Industrial Equipment News 
*Industrial Maintenance 
*Industrial Marketing 
*Industrial Press, The 
*Industrial Publications, Inc 
*Ingenieria Internacional 

Construccion 
*Ingenieria Internacional 

Industria . 
*Institute of Radio Engineers, The .. 
*Institute of the Aeronautical Sciences 132 


108-109, 
48-49, 1 


*For Detailed Reference Data See THE 


*Institutions Catalog Directory 
*Institutions Magazine .... 
*Iron Age, The 

Iron & Steel Engineer 


*Jenkins Publications, Inc 


*Keeney Publishing Co. . 
Kimberly-Clark Corp. .. 


*Machine Design 
*Machinery 
*MacRae’s Blue Book . 
*Marine mngEneeIng & “Shipping 

Review 
Marsteller Co., The 
*Materials & Methods 
*McGraw-Hill Catalog Service 
*McGraw-Hill International Corp 
“asseare- Hill inte Co 

In 128, 129, 133, 135, 137, 141 
*Mechanicai ee BR .130 
*Michigan Contractor and Builder .... 87 
*Mid-West Contractor oe 
*Milk Dealer, The . 28 
*Mill & Factory ‘4th Cover 
*Mining Catalogs 3rd Cover 
*Mississippi Valley Contractor 87 
*Modern Railroads . . 
*Modern Railroads Publishing Co 


+. 2 
3rd Cover 
69 


National Business Publications, Inc 
*National Butter & Cheese Journal 
National Industrial Adv. Ass'n 
*National Provisioner, The .. 
*New England Construction 
*New Equipment Digest 


*Olsen Publishing Co., The 


Palm, Fechteler & Co 

*Panamerican Publishing Co 

*Paper and Pulp Mill Catalogue 

*Paper Industry, The ..(Formerly The 
aper Industry and Og World) 

*Penton Pub. Co 60-61, 63, 81, 84-85, 

*Petroleum Processing 

Petroleum Refiner 

*Pit and Quarry 

*Platt Petroleum Publication 

*Power 

*Practical Builder 

*Proceedings of the ILR.E 

Public Works 

*Purchasing 

Putman Publishing Co 


*Railway Age 

*Railway Engineering and 
Maintenance 

*Railway Mechanical Engineer 

*Railway Signaling 

Refrigerating Engineer 

*Reinhold Publishing Corp 21, 

Remington Rand, Inc 


Sales Tools, Inc 
Sickles Photo-Reporting Service 
*Simmons-Boardman Pub Corn. 

- ‘ 51, 
Simpson-Reilly, Ltd 
*Smith Publishing Co., 
*Snips Magazine 
Southern Hospitals 
*Southwest Builder & Contractor 
*Steel 
*Sweet's Catalog Service 
Telephone Engineer 
*Texas Contractor 
*Textile Catalogs 
*Textile Industries : 
*Textile World 30 
*Textiles Panamericanos 24 
*Thomas Publishing Co . 47 
*Thomas Register 1 
Timberman, The 127 
Traffic Service Corp 107 


87 
3rd Cover 
59 


United States Envelope Co 135 


Wall St. Journal 

Warren Company, S. D 
Washington hoto Engraving Co 
Weber Addressing Machine Co 
*Western Builder 

Wood Products 

World Oil 


MARKET DATA BOOK NUMBER. 





8... MCW USCS 


For Electrical Products 


Demand Adequate Buying Information 


Under today’s conditions more and more new people in new jobs 
make your sales problems tougher. More than ever important buying 
influences need accessible information to do their jobs faster and better. 


Whether you manufacture electrical components or completed 
apparatus you can provide adequate buying information to specifiers, 
buyers and distributors, effectively and at low cost. Even more import- 
ant — you can assure penetration of your product story in restricted 
areas that cannot be reached by your salesmen 


First, pre-file adequate buying information on your product or 
products in McGraw-Hill ELECTRICAL CATALOGS for the specific 
markets you want to reach (Product Engineers, Industrial Plants, 
Contractors and Wholesalers, Electric Utilities). Second, direct readers 
of your magazine advertising to this convenient source of information 
month-after-month. Use the same tie-in to increase the effectiveness 
of your direct-mail. A line of copy “for further information, see our 
Catalog in McGraw-Hill ELECTRICAL CATALOGS” will do the job 
or, if you prefer, we can furnish electros (free, of course). 


Talk over the advantages of pre-filing your product data in your 
Electrical Markets with your Sales Manager and your Advertising 
Agency. 


For rates, see STANDARD RATE & DATA SERVICE and 
MARKET DATA BOOK. 


MINING CATALOGS 
TEXTILE CATALOGS 


ELECTRICAL CATALOGS 


Formerly EBR 


BUYERS use Advertising — BUYERS seeking SELLERS use Catalogs 








Conovie-Mast Publications, Inc., 205 East 42nd St., 
New Yok 17; 


Leader 
Angeles 


MILL &@ FACTORY 





Dieudeislp 


Write for a copy of this report that marks a 


new epoch in business paper publishing. 


For an audited count of copies 
printed and delivered, consult your 
CCA or ABC reports. Both CCA and 
ABC render a splendid service. But 
neither has facilities for auditing 
readership. 

So MILL & FACTORY had to look 
elsewhere to have its famous Certified 
Readership System audited. It engaged 
a firm of national repute. 

The report of this audit is now ready. 
Do you want a copy? The report marks 
a new epoch in business paper publish- 
ing—audited, certified readership. 

Audited, certified readership—a 
mouth-filling term to describe a simple 


operation. You simply ask those on your 
circulation list: 
“Do you read the publication 
regularly, and do you want 
to continue getting it?” 

And if they say “No” or say noth- 
ing, you drop them, and replace them 
with live readers. 

Just that and nothing more. No 
frills. Oh yes, and then—just to be on 
the safe side—you have your system 
checked by a reputable, independent 
authority. 

Send for your copy. You'll find it 
exciting — and highly profitable — 


reading. 





737 No. Michigan Ave., Chicago 11; 
ldg., Cleveland 14; 5478 Wilshire Blvd., Los 
6; 4552 Rheims Place, Dallas 1. 


Mills Factory 


A CONOVER-MAST PUBLICATION 
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IN TWO PARTS — PART 2 





New ABC, CCA Publication Data Brings 
Market Data Book Up to Date 


In this supplement, INDUSTRIAL 
MARKETING presents new data on ABC 
and CCA business papers issued since 
publication of its Market Data Book 
Number Sept. 15. 


additions con- 
for the six 


While the primary 
sist of ABC statements 
months ending June 30, the CCA has 
also issued some new statements cov- 
ering various periods, and many papers 
have revised their rate cards. 


The new information brings the Mar- 


ket Data Book up to date for ABC and 
CCA business papers. This supple- 
ment should be consulted before the 
Market Data Book for data on any 
ABC or CCA publication. If no 
changes have taken place in specifica- 
tions for a given paper since Sept. 15 
only the name and address of the publi- 
eation are given. 

The number in parentheses indicates 
the page on which the correspondiag 
section appears in the Market Data 
Book. 


[Unless otherwise stated. circulation figures shown are for the six-month period ending 


June 30. 


1950] 


Publications 


ADVERTISING AND 
MERCHANDISING (30) 


Advertising Age, 200 E. Illinois St., Chi 
cago Published Monday Forms 
‘irculation 

dist 
5,460; 
ca- 


agencies, 


3 cols. x 
12 inches ) inches 
$432.00 77.5 


Advertising Agency and Advertising and 
Selling, 9 E. 38th St.. New York 16. Cir- 
culation, 12,085; gross, 13,557. Mfrs., 1,- 
3: agencies, 6,305: media, 1,109; educa- 
tional, 600; a 1,730. Rates- 
Times 1 Pa % Page % Page 
1 3400" 00 $290.00 $165.00 
6 375.0 266.67 133.00 
150 00 
olor, $115 


$20 Broadway 


250.00 30.00 


12 
Standard « 
New York 


American Press, 
10 


INDUSTRIAL MARKETING, November, 1950 


lay World, 407 E. 8th St., Cincinnati 
Sirculation, 14,628; gross, 15.250. Re- 
tall stores and displaymen, 8,019; display 
studios, 892; mfrs. of and dealers in dis- 
plays, 1,269; others, 3,688. 


Editor & Publisher, 1475 Broadway, New 
York 18. Circulation, 17,963; gross, 18,- 
3208. Newspaper execs. and employes, 8, 
203; advertisers, 2,194; agencies, 584; 
reps., periodic ais, 833; others, 4,790 


200 E. Illinois St 
7.7%; gross, 8,- 
1,471; graphic 


Dis 
1 


o7 
277; 


Industrial Marketing, 
Chicago 11. Circulation, 
223. Mfrs., 3,763; agencies, 
arts and other adv. services, 509; media 
693; dist., 314; others, 1,012 


NB P) 


Premium Practice & Business Promotion, 
386 4th Ave., New York 16. Rates 

Times 1 Page % Page % Page 
$340.00 $183.00 $125.00 
6 306.00 165.00 112.90 
12 272.00 146.00 100.90 


st andar d red, $90 


205 E. 42nd 


rinters’ Ink, St.. New York 
Circulation, 22,653; gross, 23, 211. Mfrs., 
8,707; = nat retail est.. 950; agencies, 
4.699, raphic arts, 1,785; media, 3,238; 
educations 1,050; others, 1,536. 


Publishers’ Auxiliary, Thorn Hill, Frank- 
fort, Ky. Cireqretiee July, 1950, 14,368; 
gross, 1 ekly newspaper editors 
and publishers, “hati: daily newspaper 
editors and publishers, 1,454; printin 

plants and allied industries, 1,318; school 
of journalism and printing, 433; newspa- 
per employes, unions, news assns., 23,331; 


thers, 333 
Ave., 


ote Management, 386 ith 
Circulation, 14,586; gross, 15,- 
, 9,395; dist., 752; agencies, 677; 
419; media, 1,240; educa- 
; others, 1,500. Rates 
| Page 
$400.00 
350.00 
330.00 
Standard red, $90 
Survey of Buying Power issue 
500: % page, $275; % page, $150. 


Standard Rate & Data Serviee, 333 N. 
Michigan Ave., Chicago 1. Circulation, 
Radio and Television section, 3,611. 
Agencies, 2,004; advertisers, 431; others, 
1,167. Newspaper section, 3,879. Agencies, 
2.467; advertisers, 587; others, 83 

Magazine-Farm Paper section, 
Agencies, 2,490; adwertisers, 520; 
675 

Business Paper section 778. Apeonetes, 
2,508; advertisers, 545 a. 7 


NB P 
507 New York 17 


232 





New 


% Page 
$115 oo 
105.00 

95.00 


*% Page 
$225.00 
195.00 
185.00 


-1 page, 


3,675. 
others, 


Tell, Sth Ave., 


Madison Ave., New 

Circulation, 12,600; gross, 13.843. 

2.976; retail est., 657; agencies, 

graphic arts, 1,379; media, 2,675; 

2.133. Rates— 

Times 1 Page by 

1 $425.00 $150. 

a 375.00 136.00 
1 
1 


Tide, York 

Mfre., 
2,211; 
others, 


350.00 
PY 325.00 
Standard red or green, $60. 





THE siliste: » 1050 


SHORTEST dustial borat 


ROUTE te magacoe ot now ihratay agin, ates and serves 


TO 


GE's New Lab— “Universal 
Space for Research 


Testing High Temperature 


PRODUCT loners 


Spur Research 
isolate Elements 95 & 98 


APPROVAL 


Now, for the first time, it is possible to get full coverage of that all important purchase 
influence group, the key personne! in research, development, control and testing laboratories 
as well as the pilot plants of industry. 22,000 copies of INDUSTRIAL LABORATORIES 
reach these influential people by name and title every month. 

Your advertisements in INDUSTRIAL LABORATORIES reach the persons who 
select products, processes, supplies and services for the laboratories themselves — for the 
prototypes of tomorrow's developments and for current production. They are read by chemists, 
physicists, metallurgists, ceramicists and others of similar specialized skills; by scientists, 
engineers and technologists — by all members of the project teams that apply scientific 
knowledge to the problems of industry...the products of tomorrow. 

Laboratory specialists have the valuation habit, the planning practice and the authority 
to put the seal of approval on your product for production runs—if they learn of it! But 
busy key laboratory personnel make every reading minute count. That's why the only full- 
coverage magazine going into laboratories — INDUSTRIAL LABORATORIES — has won 
an enthusiastic audience. That's why INDUSTRIAL LABORATORIES can tell your story 
best where it counts most. Present your products where purchase recommendations are made. 


Write today for rate card 


and further information about 
al | ne ff INDUSTRIAL LABORATORIES 
—= i INDUSTRIAL LABORATORIES PUBLISHING COMPANY 


; 201 NORTH WELLS STREET + CHICAGO 6, ILLINOIS «+ Financia: 6-1026 
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Western Advertising, 580 Market St.. San 
Francisco 4. Circulation, 3,841; gross, 4,- 
404. Mfrs., 338; agencies, 892; graphic 
arts, 1,035; media, 868; schools and col- 
leges, 318; others, 442 


CANADA 


Ny 


University 
1,429; gross, 
625; 


Advertising, 481 
Toronto 2. Circulation 
Mfrs. and mational advertisers, 

the 


agencies, 416 
CENA 


Toronto 1. 
Mfrs 
media, 
Rates—1,000 lines, 23c; 
4,000 0 lines, 2 Zic. 


Cir - 
and 
588; 
2,000 


119 York St., 
4563. 


, 550; 


Marketing, 
culation, 
natl. adv., 2 
others, 
lines, 22 


ou TDOOR } ADVERTISING 


Cincin- 

15,042. 
sign 

aR. 


Signs of the Times, 4(7 

nati 1. Circulation, 14,2 
Outdoor advertising plants, 
mfrs., 6,942; schools, artists 
1,106; others, 2,043 


VENDING MACHINES 


Coin Machine Journal, i(7 S 
St.. Chicago 5. Circulation, 12 months 
ending May, 1950, 15,615; gross, 16,173. 
Music operators, 3,697; vending operators, 
5,624; amusement games, 2,900; others, 
3,670. Rates—1l page, $262; 6 pages, $212; 


12 pages, $191 


Vend, 2160 Patterson St... Cincinnati 22 
Circulation, 4,800; gross, 6437. Vending 
machine operators, 2,770; mfrs., dist., sup- 
Pliers, 1,025; others, 99 


Dearborn 


AIR CONDITIONING, HEATING, 
VENTILATING, PLUMBING, 
SHEET METAL WORKING (43) 


American Artisan, 6 N. Michigan Ave., 
Chicago 2. Circulation, 10,129; gross, 11,- 
1463. Contractors, 8,090; wholesalers, sales- 
men, 798; utilities, 65; mfrs., their repre- 
sentatives, 613; others, 475 
Domestic Engineering, 1801 
Chicago 16. Circulation, 
18,606. Plumbing and heating contrac- 
tors, 8.697; plumbing contractors, 1,622; 
heating contractors. 1,006; wholesalers, 
their salesmen, 2,977; others, 3,090 


Prairie Ave., 
17,282; gross, 


Fueloll & Ol) Heat, 252 Madison Ave., 
New York 1. Circulation, 12 months end- 
ing Feb., 1950, 123,146; gross, 13,898. Oil- 
heating dealers and dist., 8,056; fueloil 
dealers and dist., 5,137; utilities, 30; job 
bers, 301; oilheating, air conditioning and 
accessory mfrs., 1,740: others, 2 

12-time page rate goes from $230 to 
$260 Dec. 1, 1950, with other spaces in- 
creased in proportio 

$25 


Bleed 


Heating and Ventilating, 148 Lafayette 

New York 13. Circulation, 11,377; 

, 12,085. Engineers and architects, 

contractors and engineers, 3,787; 

Foy , 753; utilities, industrial firms, 

139: buildings, 298: mfrs., agents, sales 
engineers, 1,934; others, 1,031 
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Heating, Piping & Air Conditioning, 6 N. 
Michigan Ave., Chicago 2. Circu ation, 
16,191; gross, 17,147. Engineers and 
architects, 1,584; contractors and en- 
gineers, 4,388;. govt., 849; utilities, 497; 
industrial firms, 2,161; buildings, $835; 
mfrs., agents and sales engineers, 3,496; 
wholesalers, dealers, 709; others, 2,027 


=5.! 

Home Comforts Wholesaler, 60 E. 42nd 
New York 17. Circulation, 12 months 

ending May, 1950, 4,004; gross, 4,417 

Wholesalers, 3,987; mfrs. and sales 

agents, 650. 


eating Business, Grand 


ang _S 
Central ‘erminal Bldg., New York 17. 


Plambing and Heatt Journal, 45 W. 
45th St., New York 19. Published 2nd. 
Forms close 20th. Circulation, 13,868; 
gross, 16,466. Plumbing and heating con- 
tractors, 10,791; wholesalers and sales- 
men, 1,467; others, 1,556 


Plumbing and Heating Wholesaler, 45 W. 
45th St.. New York 19 Published 15th. 


Forms close 5t 


Sheet Metal Worker, 45 W. 45th St., New 
York 19. Published 7th. Forms close 17th. 
Circulation, 7,418; gross, Sontrac- 
tors and dealers, 5,830; wholesalers, 199; 
mfrs., 458; others, 771. 


NB Fy 


Snips Magazine, 5707 W. Lake St., Chica- 
44. Circulation, 12 months ending 
11,724;' cross, 12,560, 


go 
April, 1958, 


ALCOHOLIC BEVERAGES (68) 


Arizona Beverage Journal, 1410 N. Cen- 
tral Ave., Phoenix. Circulation, 12 months 
ending June, 1950, 2,498; gross, 2,683. Re- 
tailers, 1,881; clubs, 150; others, 640. 





Associated Beverage Publications, 255 4th 
Ave., New York 10. Comprised of follow- 
ing CCA papers: Beverage Bulletin, Con- 
necticut Beverage Journal, Massachusetts 
Beverage Journal, Missouri Beverage 
Journal, New Jersey Beverage Journal 
Northwest Beverage Journal, Rhode Is- 
land Beverage Journal, Southern States 
Beverage Journal; following ABC paper 
Beverage Media; and 3 unaudited papers 


1 } Fase % Page 
$1,408.00 
1,330.00 
1,259.00 


Page 


CCA 
Beverage Analyst, 1447 Stout St., Denver 
2. Cireulation, 12 months ending July, 


1950, 7,282; gross, 8,439. Retailers, 6,847; 
wholesalers and salesmen, 5 


Beverage Times, 1819 Breadway, New 
York 23. Circulation statement not re- 
ceive 


Buckeye Tavern, 450 W. 
Youngstown, O. Circulation, 5,687 
S865. Retailers, 6,212; others, 47 


Federal St., 
gross, 


California Beverage. Journal, 926 N. Vine 
St.. Los Angeles 38. Type page, 7x10. 
Published Ist. Forms close 25th. Agency 
discounts, 15-2. Circulation, 4,353; gross, 


12 150.00 
Color, $60; bleed, 10% 


CCA 
Beve e Franck News, Central Tower 
Bidg.., San Francisco 3. reulation, 30 
issues endin = 1950, 20,258; gross, 
21,408. Retailers, 580; others, 494. 


Beverage Market Guide, 2 EB. 23rd St., 
New York 10. Circulation, 4,474; gross, 
Retail, 4,329; others, 84. 


Beverage Retailer Weekly, 1819 Broad- 
way, New York 23. Circulation statement 
not received. 


CA fipg 
Liquor Store & Dispenser, 205 E. 42nd St., 
New York 17. Rates— 

Times 1 Page 4 Page 
1 90. . $255.00 
6 0 x 240.00 
12 35. 230.00 
Standard red, $110 


rrA 


Maryland-Washington-Deleware Bever- 
age Journal, 3110 Elm St., Baltimore 11, 
Circulation, July, 1950, 7,833; gross, 8,998. 


Michigan Beverage News, Fox Bildg., De- 
troit i. Circulation, 5,878; gross, 7, 
Retailers, 5,644; others, 229. 


Page 


CCA 


Monopoly State Review, 381 4th Ave., New 
York 16. Rates—1 page, $295; 6 times, 
$275; 12 times, $255 

Bleed, $30 





CCA 


National Liquer Review, 342 Madison 


Ave., New York 1 


National Reviewer and Connecticut Items 
of Interest, 94 FE. Main § het aay | 89 
Circulation, 7 months ending June, 19 

t gross, 3,631, 


CCA 


New Mexico Beverage Journal, 318 S. 2nd 
Ave., Albuquerque. Circulation, 12 months 
ending July, 1950, 1,677; gross, 1,895. 
tailers, 1,278; jobbers, 430. 


2th St., 
2,000 


Ohio Tavern News, 3134 N. High St., Co- 
lumbus 2. Circulation, 14,060; gross, 16,- 
500. Retailers, 13,561; others, 368. 


Observer, 226 N. 1 
Rates—open, 4 
lines, 40c 


Philadelphia 7 
Vir nes, 43c; 5,000 





© Store Management, 381 4th Ave., 
ork 16 Rates—1l page, $420; 6 
$400; 12 times, $380 


Pac 
New 
times, 


Pattersons Beverage Gazetteer, 1709 W 

Sth St.. Los Angeles 14. Circulation, 

months ending June, 1950, 8,038; gross 
Retailers, 7,229; others, 1,893 


4 


The Server, 206 S. Michigar 
f° 4. Cireulation, 58,007; gross, 
etailers, fixed, 26,680; rotated 


others, 2,481 


A 

Spirits, 381 4th Ave.. New York 16. Cireu- 

TT 3.522; gross, 4,963. Distillers, 1 

5; wholesalers, 1,685; others, 443. Rates 

7 page, $210; 6 times, $19 1 times 
$180 


Phila 
15,- 


1430 S. Penn Sq 
13,4654; gross 
others, 1,780 


Tap and Tavern, 
deiphia 2. Circulation 
618. Retailers, 11,880 


tape Keeper, Milwaukee Ave 


Chic 


CCA 
66 N 


Tavera News, 608 S. Dearborn St., Chica 
lation, ®,.485; cross, 13,661. Re 


59; others, 659 


Market St., 
3 oman gross. 2.- 
Too, Wine # it bot 
tlere and 1 ers. 26 


Wines and Vines, San 


Francisco 


AUTOMOTIVE INDUSTRY (70) 


Astometive Digest, 22 E 


and Chestnut 
ition, 12,196; 
trucks, trac- 

mponents 
fleet 


Automotive Industries, 56th 
Sts.. Philadelphia 39. Circul 
gross, 14.148 Mfrs. of cars 
tors aircraft engines and 
9,817 rove 876: educationa 596 


pperators, 171 thers 


© 


Automotive News, Penob 
troit 26. Circulation, 37,561; 
New car and truck deal 
car dealers, 640; repair 
bers, 745; fleet owners ‘ 
finance, 2,381; others, 1,75 


CCA 

Automotive Retailer, 10 Park Place, Mor- 
ristown, N. J ates— 
Times 1 Page 

1 $276.00 

6 250.00 

12 225.00 
Standard color, $60 


Page % Page 


31 N. Summit St., Akron 8, 

12 months ending Sept., 
Brake service 
6,138; others, 


Brake Service, 
0. Circulation, 
1950, 22,727; gross, 23,960. 
stations, 15,609; jobbers, 
762 





Gas oo. 
Dealer, 281 
Circulation, 
10,501; gross 
tions, 6,084; 
1.774; others 


Garage and Motor Car 
Alpine St., Pasadena 5, Cal. 
11 months ending June, 1950, 

11,318. Super service sta- 
garages, 2,344; car dealers, 


iG 


Jobber Topics, Daily News Bidg., Chicago 
6. Cireulation, 12 months ending June, 
1950, 30,527; gross, 31,062. Jobbers, ex- 
ecutives and salesmen, 29,569; others, 


% Page 
$140.00 
123.00 
110.00 


Motor, 250 W. 55th St.. New York 19. Cir- 
ulation, 68,377; gross, 71,213. New car 


truck dealers, 23,967; repair sho 
6; jobbers, 7,007; feet owners, 2,350; 


page 


° Page 
78.00 
70.00 


195.00 62.00 


‘s Page % 

$158 
290.00 153 
280.00 148 


mace Age, 56*h and Chestnut Sts., Phila- 

Iiphia 3 Sirculation, + gross, 
oa.ser. New car and truck dealers, 24,780; 
repair shops. 37,892: jobbers, 3,121: fleet 
»wners, 50 thers, 


550 00 00 


Washington St 
menths end 


Service, 549 W 
Chicago 6. Circulation, 12 
ing Aug 1950, 144,700; gross, 146,910, 
Independent root shops, 70,962; car and 
truck dealers, 47,937; fleet service shop 
T rs and supts., 12,689 jobbers. 8,979 


rea 
LLA 


Rives-Strong 
Circulation, 12 
iz June, 1950 ety gross 
ar and truck dealer 1,660 
1,747; jobbers and dist 1,130; others 


Motor 


t) 


Bldg Los 
months end- 
5.434. New 
repair shops, 
661. 


Motor 


West. 
Ange 15 


putemetive Journal, 
E Atlanta 

26,408; gross, 25,1546. New 

dealers, 9,804; repair shops 

3,514; fleet owners, 2,013; 
Rates 


Times 


806 Peach- 
Circulation, 
car and truck 
9,603; jobbers, 
others, 1,497 


Southern 
tree St 


% Page 
90.00 
82.50 
76.00 


1 Page % Page 
$165.00 


150.00 


135.00 


— 


News Bldg., 


a 


Super Service Tire Review, 31 N. Summit 

St.. Akron 8, O. Circulation, 12 months 
ding March, 1950, 23,428; gross, 23,808. 

Rates 

Times 1 Pag 
1 $250.00 

' 325.00 

12 300.00 


Super-Service Station, Daily 
Chicago 6 


CCA 


% Page 
$100.00 
95.00 
90.00 


% Page 
$200.00 
175.00 
160.00 


Tire, Battery & Accessory News, 281 4th 
Ave.. New York 16. Circulation, 5,418; 
gross, 8,167. Tire, battery and auto acces- 
sory dealers, service stations, 3.647; chain 
buying offices and steres, 569: others, 
1,07 


Lib 


Tires Service Station, 385 4th Ave., New 

Circulation, 12 months ending 

15,569; gross, 16,191. Inde- 

pendent service stations, 14,695; others, 
929. 


CANADA 


Meter in Canada, 365 Bannatyne Ave., 
Winnipeg. Man. Circulation, 7,267; SIT 
7210. Auto and accessory dealers, 1,378; 
garages, filling stations, fleet owners, 
4,398; mechanics, 962; others, 775. Rates— 
Times 1 Page % Page % Page 
1 $110.00 : 66.00 $ 36.00 
6 Y 60.00 33.00 
12 57.00 31.00 
Standard red, $35 


Revue-Moteur, 391 St. James St., 
Montreal 1. Circulation, 3,812; 
4,853. Car and truck dealers, : 
shops, 3,106; jobbers, 151; fleet 
147; 147; others, 197. 


~ MOTOR TRUCKS AND MOTOR 


FREIGHT 
Cop 


Commercial Car Journal, 56th and Chest- 
nut Sts Philadelphia 39. Circulation, 
30,219; gross, 31,743. Fleet supts., service 
mers., shop foremen, 26,241; mfrs., 
branches, dealers, repair shops, assns., 
dist., wholesalers, 4,093 


& 


r 
owners, 





Ge Magazine, 417 Market St.. San Fran- 
cisco 5. Circulation, 12 months ending 
June, 1950, gross, 15348. Com- 
mercial owners and operators, 
13,449 843. Rates— 
Times % Page 
$120.00 

100.00 

90.00 


Transportation, 
1 


170.00 


Motor Skinner Bidg.. 


Seattle 


(CA 
Southern Moter Carge, 
Memphis 3. Circulation 


ing June 1950 10,079; 
Owners and fleet supts., 9,816; 


Trapsport Topies, 1424 16th St 
ton 6, D. C. Circulation 

23,477. Truck operators, 11, 12 
carriers and shippers, 2.566 sthers, 3,548 


Transportation Supply 
Madison St., Chicago 2 


Sterick Bld 

1l months en 
gross 1 

others, 489. 


Washing- 


News, 22 W 


Western Motor Transport. 3154 W. 6th 
St.. Los Angeles 5. Circulation, 11 months 
ending June ‘ 9.233; gross, 9,450. 
Fleet operators, 7 7; truck-stop service 
stations, 549; others, 1,133 


CCA 


AVIATION (78) 


515 Madison Ave... New York 
( +t ulation, 22.202; «ross, 

Mfrs., 3,947: carriers, 1.144 airports, fixed 

base operators, dealers, flight services, 


Aero Digest, 
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5 Markets 


Where the Rule is 


Business as Usual! 


Three distinct fields are unusually recession-resistant and 
offer a profitable market regardless of business cycles. 
These are the construction industry, the educational field 
and the municipal market. 


All three fields are in large part supported by public 
expenditures. Taxes we always have with us, and by the 
same token schools, municipal, and public works construc- 
tion expenditures must be continued to assure essential 
services. 


Contractors and Engineers Monthly has for thirty 
[Construction ~ Years been the NEWSpaper of highway and heavy 
construction, including highways, large buildings, dams, 


tunnels, bridges and similar projects. 


Schools and colleges are now undergoing the 
2. greatest expansion of plant facilities in their his- 
‘ory. They are ably served by The School Executive-School 
Equipment News devoted to educational administration, 


the planning of new buildings and the maintenance of 
existing facilities. 


The entire municipal market, including water and 


» sewage works, power plants, paving and street 

| Municipal | maintenance, lighting and public safety, is covered by 
The American City. 

Investigate these three active fields. Business as usual is 


the rule, all-year, every year; as dependable as taxes. 


Write to 470 Fourth Avenue, New York 16, 


for sample copies of: 
Contractors and Engineers Monthly 
The School Executive 
The American City 


CONSTRUCTION + SCHOOLS MUNICIPAL 
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plane owners, 
consultants, 3 
armed forces, 


2,794; govt., 11,018; 
Sape. pilots, 2,501; 
ational, 4,595; 

others, i369. 


fiying 
ed 


‘1,250 





Aeronautical Eugineering Review, 2 E 
64th St., New York 21. Circulation, 9,781; 
gross, 10,386. Mfrs., 4,421; carriers, 248; 
airports, fixed base operators, dealers, 
128; govt., 6,384; consultants, 318; educa- 
tional, 1,835; others, 1,092 


Air Tranmepertation, 1° Bridge St New 
York 4 culation, 7,682; gros: 
Shippers, 6,215; airlines, 548; govt., 
others, 722 


American Aviation, 
Washington 5, D 
Circulation, 11,172; 
air carriers, 
operators, 
. 1174; plane 
others, 2,248. 


1025 Vermont Ave., 
> Subscription, $5 
gross, 12,747. Mfrs., 
5,566; airports, fixed 
dealers schools 944 
owners, pilots, 710 


4 


Aviation Age. formerly Aviation Opera 
tions, 205 E. 42nd St.. New York 17 


Aviation Week, 330 W New 
York 18. Circulation, een ss, 32,468. 
Mfrs 8.595; carriers, 5,247 1irports 
fixed base operators, dealers flight serv 
3,234: govt., 3,482; plane owners 
clubs pilots 5 consultants 
educational, 3,25 armed forces 
thers, 1,988 


Western Fiying, 4328 Sunset Bivd, Los 
Angeles 27. Circulation, 12 months end- 
ing June, 1950, 10,155; gross, 10,273. Mfg 
2,157; airlines, 875; aviation services and 
airports, 4,393 plane owners, 1,842 
pliots, 135; govt., 726; others, 421 


BANKING AND FINANCIAL (82) 


KL 


Bankers Monthty, 636 S. Clark St., Chica 
go 5 c ion, July 1959 18,735 
gross v 1. S. banks, 17,253: t 
ficials 2: others, 179 


New York 16 
36,973. Bank- 
employes, 3.- 


4,446 


Banking, 12 EE. 26th St., 
Circulation, 34,919; gross 
. 16,824; officers, 6,319 
; directors, 4,443; others 


. the National Business and Fi- 
etal Weekly. 49 New St ew York 4 
ire ulation, 35,283. 


CCA 


Berroughs Clearing House, 
roughs Ave., Detroit ! 


2nd and Bu 


“ago 6 
Banks 
utill 


ce, fac Drive, Chi 
Cire culation 4,655. 
officers and employes, 2,521: mfg 
tiles, insurance, 735; others, 411 


pingneinl World, 86 Trinity Pl.. New York 


Ctreulation, 84,211. 


Magazine of Wall Street and Business 
Analyst, 90 Broad St.. New York 4. Cir- 


culation, 20,478. 


Mid-Continent Banker, 408 Olive St. St. 
Louis 2. Circulation, 3,688; gross, 4,410, 
Banks and officers, 3,303; directors, 306; 
thers, 87. Rates-—-l page, $260; 6 times, 
$150; 12 tim 130. 

10% 


Color, $75 


Savings and Lean News, /!! LaSalle 
St., Chicago 1. Circulation 10,266; gross, 
11,600. Savings and loan assns., banks, 
fficers and employes, 9,515; others, 259 


CANADA 


metal Post, 481 
Circulation, 

5,995; dist., 
bankers, 2,65 
1,015; insurance, 
2.767: others, 6,132 


es, $ 
bleed, 


University Ave 
36.540; gross, 
4,519; service 
brokers, 1,- 
1,327; pro- 
fessional 


BEAUTY SHOPS (85) 


American Hairdresser. 309 W. Jackson 
Bivd., Chicago 6. Circulation, 49,140; 

es, 51.846. Beauty shops, schools and 
ywhners, 38,317; operators and managers 
4.172; others, 673 


American eyodumee & Eesential Ol Re- 
view, 9 E. 38th St.. New York 16. Circu- 
ation 2.901; gross 3,802. Mfrs.. importers 
list. of perfumes, cosmetics, 1,711; mfra 
and importers of natural oils, synthetics, 
7; others, 773 

Modern Beauty Shop, 608 S. Dearborn St., 
Circulation 63.210; cross 

Beauty shops, schools and owners, 


operators and managers, 4,907 
908 


BOATING (86) 


NP) 
505 Pleasant St 


The Beating BeGustey. 
St. Joseph, Mi 


Moter Beat, 63 Beekman St.. New York 


‘irculation, 37,519. 


Boating. 572 
Circulation 

page $495 & 

Standard red 


Motor Madison Ave., New 
Yor} 1%. Rates—1 
$345 


times, 


eaee Moter Beat, 7 
Circulation, 1 


Columbia St., Seat 


787. 


The Redder, 9 Murray St.. New York 7 


“irculation, 26,401. 


844 
Circulation, 


Sea—Western Yachting & Boating, 
Wall S8t., 
9,986. 


Angeles 14 


Yachting, 205 E. 42nd St 
Circulation, 42,820, 


CANADA 


Boating Magazine, 347 Adelaide 
Toronto, Ont Circulatior 4.874. 


Los 


New York 17. 


BOTTLING, BEVERAGES, SODA 
FOUNTAINS (87) 


American Bottler, 316 
3. Circul ation 
plants, 4 
Rates 


1 Page Page 
$3 


Peachtree St., N. 
5,916; gross, 
770; mfrs., 899; 


\% Page 
$100.00 
75.00 
65.00 


15.00 $190.00 
140.00 
115.00 


Bettling Industry, 107 W. 4ird St.. New 
York 18. Circulation, 12 months ending 


April, 1950, 6,475; gross, 7,7 


ain rvice, 386 Fourth Ave... New 

16 Giredaton, 30,144; gross, 31,829. 
indepentant fountain owners and man- 

. 25,027; chains, 2,480; supply, 2,587 
1 page $485: 6 times, $430; 12 
375 


National Bottiers’ Gasette, 80 Broad St. 
4 : 5,696; gross 
mfrs., 973; 


240.00 
210.00 


times, $ 


Western Bottler, 4328 Sunset Bivd., Los 
Angeles 27. Circulation, 12 months end- 
ing June, 1950, 3,085; gross, RAST Bot- 
tling plants, 2,793; others 


BREWING AND MALTING (91) 


American Brewer, 202 EB. 44th St.. New 
York 17. Circulation, 2,473; gross, 2,917. 
Breweries and executive 1,615; others 
Digest, 747 W. Jackson Bivd 
Circulation, 2,838; gross, 3.626. 


and executives, brewmasters 
1,247; others, 458 


Brewers 

Chicago 6 
Breweries 
1,170: dist 


431 S. Dearborn St 
1,660; gross, 2,075. 
ves, 1,178; others 


Brewers Journal, 

Chicago 5. Circulation 

Breweries and executi 
& 


Standard red, $35 


INDUSTRIAL MARKETING, November, 1950 





In every metalworking plant that buys machine tools, small tools, materials 


or equipment in volume, purchases are controlled by a group of engineer- 
BUYS ing and manufacturing executives who form an inseparable, decision- 
making team. Many of these men work behind the scenes; most of them 
METALWORKING are inaccessible to salesmen, yet all of them function together . . . because 
every step in the manufacture of a metal product is related to every other. 
EQUIPMENT ? Production executives alone do not have complete authority to buy pro- 
duction equipment; they must take into consideration the problems of the 
tool engineers, product designers and other executives with whom they 
work. Likewise, engineers alone are not responsible for specifying tools, 
materials and accessories, but must consult with production men regarding the manufactur- 
ing process which their selections involve. One man may sign the purchase order, but many 
engineering and manufacturing executives contribute their knowledge and experience in 
making the final selection. 


There are approximately 49,479 plants in the entire metalworking industry. 
The real volume-producing plants, however, are comparatively few. While 
ARE over 19,000 plants employ over 20 men, only 4,942 have over 100 em- 
ployees. Because of this tremendous variation in size, even titles are 
METALWORKING’S misleading. Compare the importance—to you—of the Works Manager 
of a large automotive plant with that of the manager of the little metal- 
aaa BUYERS ? working shop down the street. Yet both men are a “unit on a subscrip- 
tion list, and both are classified in the same category on a circulation 
statement. And so the advertiser who wants to reach the real buyers of 
metalworking equipment must first make sure that his advertising is going 
to the important, volume purchasing plants. Then, in addition, he must make certain that 
it is being read by the right men in those plants . . . not by just the production men, not by 
just the engineers, but by the men in every activity and at every level of authority who have 
@ voice in making purchasing decisions. 


+ MACHINERY'S combination of paid circulation and Directed Distribution 
assures penetration to the real buying influences. Under this plan, we 
OW DOES maintain contact with the key executives in the country's major metal- 
working plants. Most of these men have long been subscribers to 
M A C M | N E R y MACHINERY, but if we locate a man who is not—and if our investiga- 
tion definitely proves that he has real purchasing authority—then we 
REACH THEM ? send him a personal copy of MACHINERY every month. Approximately 
18% of MACHINERY'S total circulation is directed in this manner, All 
of the men who receive Directed copies must request continuance of this 
service at six-month intervals, and it is highly significant that we get a 
“renewal request" from this group of top executives of 95.8°%/,. Directed Distribution, plus 
selective subscription selling, makes sure that your message penetrates the volume-purchas- 
ing plants thoroughly and reaches metalworking's real buying authorities. 


MACHINERY 


The Monthly Magazine of Engineering and Production 
in the Manufacture of Metal Products 


Published by The Industrial Press, 148 Lafayette St., New York 13, N. Y. 
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Mode Brewery Age, 20 E. Huron St., 
Chicago 11. Circulation, 2,562; gross, 
3,118. Brewers, executives, brewmasters, 
1,701; supply, 463; others, 388 


BRICK AND CLAY PRODUCTS (94) 


Brick and Clay Record, 5 5S. Wabash 

Ave., Chicago 3. Circulation, 3,919; gross, 

4566. Clay products mfrs. and execs., 

$,191; designers, engineers, 88; Ilab- 

oratories and schools, 277; others, 607 
t 


Pa 
134. ty 
116.00 
105.90 


Ra — 
Times 1 Page 
1 tice 00 
6 206.00 
12 176.00 


% Page 


BUILDING (95) 


ARCHITECTURAL 


Architectural Forum, the Magazine 
Building, 9% Rockefeller Pilasa, New 
York 20, N. Y. Cireulation, 64,434; gross 
68,974. Architectural, architectural-en 
gineering firms and architects and archi- 
tects-engineers in private practice, 15.,- 
405; consulting engineering firms and 
engineers in private practice, 2,205; con- 
tractors and builders 12,456 spome! 
trade contractors, 1,260; govt. 4,98 
commercial and industrial org.., HTte 
equipment par materials producers, 2 
337; dist., 4,564; rea Ity, 2,957: colleges 
professors. 7,234 others 7,597 


% Pass 
$540.00 
460.00 
390.0 


1 Page 
$990.06 
£40.00 
12 695.00 
Standard color, $17 


© 


Architectural Record, is W 40th & 
New York 18.; Circulation, 32,127; gross 
34.356. Architectural, architectural-eng 
neering firms and architects and arc} 
tects-engineers in private practice 
scriptions in company name owners a 
corporate executives, 11,258 registered 
staff architects, 2,259; hitect cir 
culation, 13,517 
Consulting engineering firms and ene 
neers in private practice: subscriptions 
in company name, owners and corporate 
executive civil, 1,616: electrical, 196 
mechanical, 202; all other, 221; staff eng 
neers, 3,474. Total engineer circulatior 
709; total architect circulatior 13.51 
total architect and engineer slati 
19,226 Others including contractors 
commercial and industrial organ‘zations 
designers, draftemen and architectura 
students and instructors, 14,850. Rates 
Times 1 Pag Page 4 Page 
3 $369 $196.00 
! 79.00 
130.00 
6,206. 


edition, re 


Page 
steo 00 
240.00 
1956.00 


total ar 


435.00 40.0 
culation of Western editior 
Westerr 


FP 
“ 


Arts & ochttoctere. 3305 
Los Ange 5 

ending _—+ i9so : gross, 
Architects, designers. draftemen 


neers, 6.863: others, 1,990 
330 W 


Preguoastve Architecture, 42nd 
; ew York 18. Circulation, 30,000; 

s, 31,523. Total architect circu! atic nm, 

2; total engineer circulation, 4,545 
designers, 3.761 drafteamen. 5.002: total 


cir 
Standard colors 
green, blue 


Blvd 


Wilshire 
8 


commercial and in- 
govt.. builders 
colleges, 5,428. 
1951 


professional, 26,430; 
dustrial organizations, 
and contractors, schools, 

New rates announced for April 1, 


BUILDING CONSTRUCTION 


American Builder, 79 W. Monroe St., Chi- 

o 3. Circulation, 83,158; gross, 87.914. 
Contractors and builders, 44,658; special 
trade contractors, 10,635; distributors, 
13,235; architects and engineers, 2,076 
realty, 1, finance, 926; govt., 1,423; 
commercial and industrial org., 2,236; 
suppliers, 1,724; others, 6,533. 


Contractors Register, 60 E. 42nd St.. New 


York 17 


Heal Estate 

nal, 427 6th St., S&S. E., 
Circulation, 9,764; gross 
5,610; contractors and 

thers, 1,434 


d@ Bullding Jour- 

Cedar Rapids, la 
10,490, Realty, 
builders, 2, 


Natio 


Practical Builder, § 
cag Circulatior 
‘ ntractors and builders 
trade contractors 10,356 
architects and engineers 
Tl: finance, 509: govt.. $56; commercia 
}; equipment and 
5.831 


ind industrial org 


aterials, 1,990 


519 S. W. Park Ave., 
«. Circulation, 12 months 
1950. 9854; gross 


4.015; builders, 4,802 


Western Ba 
Portiand 5, Or 
ending June, 
Distributors 
ers, 708 


CANADA 


Dally Commercial News 
Record, 34 ck St 


Circulatior 


and Building 
Toronto B 


in Canada, Bay St 


9.513, 


Home Beildiag 
roronto 1. Circulatior 


BUILDING MATERIALS AND SUPPLIES 


American Lumberman & aes Prod- 
N Chi 

23.658; gross, 24,910. 

jobbers and mfrs." 

lumber, wood 

1,171; others 


Rallding aw. ~4 News, Tabash Ave 
Chicago 3. Circulation 

see. Retall deal ers, 

mfrs.. agents 1,540; 

wood products, bldg. pr« ducts 


rs, 840 
CCA NB P| 
Southern Building Su plies, 806 Peach- 

E Atlanta irculation 
"1950, 9.266; cross 10,389. Retail and 
dealers in lumber and building 
9.446 


Sept 


BUILDING 


MANAGEMENT 


427 6th Ave., S. E., € 


Balldings, 
ids, Ia. Cireulation, 4,786; 
Realty. 2.498: finance, 338 
and industrial org., 908; others 


gross, 
commercial 
966 


BUSINESS EQUIPMENT 
AND SUPPLIES (117) 


American Business, 4660 Rovenewcet 

—— <ntenoe 40. Circulation, 15,107 
728 Business firms and officials, 

ii, 232; ‘others, 1,302. 


Geyer’s Tepics, 212 5th Ave. New York 
10. Cireulation, 6878; gross, 9006. Re- 
tailers, 5,124; dept. stores, chains, 353; 
wholesalers, 228; mf rs., 648; others, 376. 


Journal ef Accountancy, 270 Madison 
Ave... New York 16. Circulation, 54,331; 
gross, 55,113. Accounting firms and ac- 
countants, 23,164; companies and officials, 
11,034; govt 2,171; students, 6,321; edu- 
cational, 1,715; others, 10,347 


cca] NB 


Office, 270 Madison Ave., New York 16. 


York 


1 
gross, ‘Saeen. Officers of business 
org.. and govt. agencies, 1,571; office man- 
agement execs., TSs3; purchasing agents, 
companies, i,o26; others, 722 


Publishers’ Weekly, 62 W. 45th St., New 
York 19. Circulation. 15,004; gross, 15,431. 
Bookstores, 4,312 5,72 book 


libraries, 5,72 
publishers, 2.229; others, 2,401 


601 


CEMENT AND QUARRY PRODUCTS 
INDUSTRIES (125) 


Conerete Manufacturer, 535 S. Clark St., 

sago 5. Circulation: 1, as section of 
Pit and Quarry, 13.146; gross, 14,363; as 
separate publication. 12 months ending 
July. 1950, ®.411; gross, 9,813. Concrete 
products mfrs 7,653; ready-mixed con- 
rete mfrs 400 


Jackson Bivd 
section of 
16,368; as 
ending 
Ready 
con- 
con- 


Concrete Products, 309 W 
Chicago 6 Circulation, as 
R Pre ducts, 14,708; gross 
separate publication, 12 months 
June, 1950, gross, 9,671. 
mixed concrete 195; ready mixed 
erete and concrete products, 578 
crete products, 6,690 


others 809 


Pit and Quarry, 558 S 
Circulation, 123,146; gross, 
cement 1,36 
minerals, 712 
concrete products 


Clark St., Chicago 
14.363. Pro- 
aggregates 
ready-mixed 
1,439; 


% Page 
£120.00 
100.00 
85.00 
yel 


% Page 
$205.00 
175.00 
165.00 
orange 


290.00 
285 , 00 
Standard red 
$6 


“ 


blue 


Pit and Quarry Handbook, 
hicago 5. Circulation, 
5.308. Cement, 
ready-mixed 
concrete products 


green 





538 S. Clark 
1949 edition, 
290; aggre- 
concrete ex- 
exclu- 
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ely, 58 
31 misc, 
others, 152 


ime usiv 
products, 
711; 


Reck Preducts, 309 W. Jackson Blvd 
Chicag Circulation, 14,708; gross 
16,368. Producers of cement, 1,659; ag 
gregates 538 m minerals 409 
ready mczod comorete 591; concrete prod 


ts, 2,408; others, 25 


sively, 45 
and ;ypsum 
metailic minerals, 


exc gypsum 


non- 


CERAMICS, GLASS (134) 


Ceramic industry, 5 S. Wabash Ave., Chi- 
cago 3. Circulation, 4,883; gross, 6,204. 
Ceramics mfrs., 2,172: raw materials. 439: 
schools, and students, 1,044 others, 1,183 


\% Page 
94.00 
74.00 
64.00 


Glass Digest, 225 Lafayette St.. New York 


12. Cireu lation, 4,578; gross, 4,989. Deal 

ers, contractors, glaziers, 2,928; jobbers 

supplies 885 ir... 599 others 95 

Rates 

Times 1 Page % Page % Page 
1 $200.00 $110.00 $s 
6 164.00 90.00 

12 149.00 82.00 


ae Glass Industry, 
s 


50 00 
45.00 


55 W. 42nd St.. New 

Circulation, 1,061; gross, 2,315. 
ye mfrs and employes, 991; producers 
of raw materials, equipment and supplies 
201 weet ssors, engineers, 94: education- 
al, 2 others, 363 


CHEMICAL PROCESS INDUSTRIES 
(138) 


Analytical Chemistry, 332 W. 42nd St 
New York 18 Cireulation 25,068; gross 
25,495. Mfg. companies and officials, 4,775 
works execs., 710; foremen, supervisors, 
559; engineers, 1,307; research directors 
chemists, metallurgists, 6,132; independ- 
ent laboratories, 4,702; professors, 2,694; 
schools and students, 2,169; others, 1,461 


Chemical Engineering, 339 W. 42nd St 
New York 18. Circulation, 36,753: cross 
37,963. Mfg. companies and officials, 7,162 
works executives, 2,179; foremen, super- 
vis« 1.393; engineers, 8,303; research 
directors, chemists and metallurgists, 
7 independent laboratories, 4,218; 
ofessors 039; sales and adv. person- 
colleges and students, 3,812; oth- 

1 


es—less than 3 pages, $505 
8 pages, $465; 12 pages 


pages, $435 


Engineering Progress. 
4ist St.. New York 17. Circulation 
gross, 15,418. Mfg. companies and 
cials, 1,223; works executives, 840; fore- 
men, supervisors, 609; engineers, 5,316 
research directors, chemists, meta)lur- 
gists, 593; independent laboratories, 1,- 
486; professors, 826; schools and students 
1,494; others, 1,310 


120 E 
13,985 ; 
om 


Chemical 
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Chemical Industries, 230 W. 42nd St., New 
York 18. Circulation, 11,102; gross, 11,744. 
Mfg. companies and officials, 3,921; works 
executives, 40 foremen, supervisor: 
105; engineers, 443; research directors 
chemists, metallurgists, 1.374; indeper 
dent laboratories, 1,100; wholesalers and 
infrs.’ reps., 979; professors, 132; school 
and students, 1,124; others, 1,486 

Rates—less than 4 pages, $300; 4 pages, 
$285; 8 pages, $275; 12 pages, $270; 24 
pages, $245 
Standard yellow, orange, 
$65. 


blue, green, 


BP 


Chemical Processing, 737 N. Michigan 
Ave., Chicago 11. Circulation, 12 months 
ending July, 1950, s gross, le 
Companies and corporate execs., 8,828: 
works execs., 5,842; technical directors, 
chemists, metallurgists, 2,696; supervis- 
ors, dept. heads, foremen, 2,250; other 
chemists, metallurgists and assts., 4,003; 
engineers, 8,491; others, 1,203 Rates—1 
page oy 6 pages, $496; 12 $476. 
Color 90 


red, 


LLA 


pages, 


and Engineering Chemistry, 

2 2nd St.. New York 18. Circula- 
tion, ae,eee; gross, 31,573. Mfg. com- 
panies and officials, 5,873: works execu- 
tives, 1,141; foremen, supervisors, 892: 
engineers, 3,340; research directors, 
chemists and metallurgists, 6.030; inde- 
pendent laboratories, 4,745; professors 
2,411; colleges and students, 2,622; others 
548 


Indust we 
332 W 


Journal of American O11 Chemists Soci- 
ety, 35 E. Wacker Drive, Chics 

culation, 3,501; gross, 3,727. 
processors of oils, acids, vitamins, 
products, soap, J 185; raw materials, 2 
‘aborator ies, 21 foreigr 937; others, 


OU, Paint & Drug Reperter, 30 Church 
St 7; Circulation, 10,375; 

Mfrs., 6,121; dist 2,320 
‘thers, 1,870 


Pacific Precess Industries, 
St., New York 18. Circulation 
and officials, 690; works 
foremen, supervisors, 155: en- 

s, 892; research directors, chem- 

ists, metallurgists, 471; independent lab- 
535: colleges and students, 352 


oratories, 53 


others, 449 
Seap and Sanitary Chemicals, 
St.. New York 1. Circulation 
5,784. Soap mfrs. and converters 
sanitary chemical mfrs and 
houses, 1,312; mfrs other 
products, 467; others 
Times 1 Page 

1 $170.00 

n 150.00 

12 149.00 


330 W. 42nd 
3,823. Com- 
execu- 


64 W. 3ist 
4,364; gross 
1,110 
supply 
chemical 


40.00 


FERTILIZERS 


What's New in Crops ene Sells, 2702 
roe St., Madison 5, Wi Circulation 


168, 


Mon- 
11.- 


CLOTHING, MEN'S AND BOYS' (146) 


Esquire’s Apparel Arts, 488 Madison Ave.., 
New York 22. Circulation, 19,280; gross, 
20,943. Retail, 15,551; mfrs., 2,035; others, 
1.763. Rates—-1 page, $395; 6 pages, $350: 
12 pages, $310 

Bleed, $49. 


Men's Reporter —~ Weekly, Empire 
State Bldg. New York 1. Circulation, 
} gross, 14,985. Retail, 10,291; mfrs., 


others, 718 
New York 3. 


Men's Wear, 7 HE. 

Circulation, TY gro 22.000. Retail, 
16,602; mfrs., 2,615; Sthera, 2,140. 
Bleed, $25. 


2,305: 


ye 


COAL (147) 


Coal Age, 330 W. 42nd St., New York 18 
Circulation, 14,088; gross, 15,350. Operat- 
ing companies, 774; officials and execu- 
tives, 1,780; supts. and managers, 2,092; 
engineers, 591; foremen, mill operators, 
bosses, 5,437; other employes, 677; engi- 
neers and govt. depts., 767; mfrs., jobbers 
and dealers, 1,050; others, 965. 

Rates—less than 3 pages. $384; 3 pases 
$366; 6 pages, $354; 12 pages, $335; 24 
pages, $32 


ex hontves Engineer, Delaware Trust 
Bldg 


Vilmington 99 


Bldg., Wash- 


CCA 


sochamncension, 1120 Munsey 
ington 4 ) 

Rates 
Times e % Page 
0 $ t+} 


00 
50 He oe 
oFe** red, orange, yel- 


Congress Journal, 1102 Ring 
Washington 6, D. C. Circulation 
gross, 15,873. Operating com- 
288; officials and executives, 1,904 
supts., managers, 2,567; engineers, 2,762 
foremen, mill operators, osses, 4,147; 
other employes, 750; engineers and govt 
depts., 241: mfrs., jobbers, dealers, 2,276 
others, 514 


| Page - 
1 $350.00 $1 
6 325.00 1 
12 305.00 1 
Standard + 
low, $50: bleed 


Pa 
80 
70 
62 


Mining 
Bldg.., 
15,380; 


panies, 


COMMERCE AND DISTRIBUTION 
(154) 


Business Week, 330 W 
York 18. Circulation, 


Chain Store Age, (Administrative Edi- 
tien Combination), 185 Madison Ave., 
New York 16. Circulation, 21,115; gross, 
24,406. Chain headquarters and execs., 
10,116; managers, 2,818; one-store oper- 
ators and buyers, 3,897; others, 4,111. 


42nd St. New 


Chicage Journal of Commerce & La Salle 
Street Jour Chicago 90. Circulation, 
March, 1950, -196. 


Commerce M N. La Salle 8t., 


agazine 
Chicago 2 Ciadlatioe, 8,778. 








a 


Create, & Financial Management, 
Yor 6 


i \ 
141 B42. 


Pertane, Time & Life Bidg.. 


Harvard Business Review, 8 
1, 22,783. 


hi 
iicag 


New York Journal of Commerce, 63 Pa 
Row, New York 15. ¢ liat 
19 31,806. 


The Rotarian, 


t. &. News & We 
St Washingtor 


M466, 


Street cogenes. 


Wall 
f ulation 


- eatorn — and industry, 
nder ‘ ve 

neue: gross 4.910. ite 

t ' f : 

8 


DAIRY PRODUCTS (160) 


American Butter & Cheese Review, 
Warren St.. New York 


rh 
r Marct 


Milk Review, 


Cheese & Milk Products Journal, 
St., — oy 12. Circula 
Butter, cheese 
intrs., ex utives 

rs, 1,410 


American 


Hutter, 


Unit, 1445 N. Sth St 
waukee , Wis. Comprised of Milk 
lee Cream Review and Butter, 
d Milk Products Journal. Cir- 

23,5) 973. 


gross, 26, 


391 Minnesota St., St. Paul 
. 4 + gross, 4,002. Mfrs 

, cheese, ice cream, concentrated 
pasteurized milk, 3,382; others, 200 


Bates Industries 


Dairy Record, 


35 


lee Cream Field, 19 W. 44th St 
York 18 


ice Cream Review, 1445 N. 5th St. Mil- 
l ( jlation, S.@O@7; gross, &S.- 
mfrs »,686; machinery 


lee Cream Trade tenn mrs = 5 B. 45th St., 


ation, 6,962; gross, 
5,842; machinery 
335 


eam 
i 


re, 881 


Milk Dealer, 


Milk 


Plant Monthly, S. La Salle St 
AK tlor ‘8,156; gros 4 
nd executives, £ 
ad employes 
es, 1,144 


DEPARTMENT STORES, WOMEN’S 
GARMENTS (166) 


Main St Los 
eer Ww ross, 


>, oth 


r bs mf 1.682 


¢ pate Store Age, 185 Madison Ave 
Circulation, 18,356; gross, 
headquarters and ex 
nagers and asst. mers., 


% Page 
165.0¢ 


1 nderwear Review, 117 
Circulation, 4,477; 
mfrs., 1,402 


Corset and 
: y. New ) 1 
5.546. Retallers, 2.68 
404 


tA NB P) 
Department Stere Economist, 100 E. 42nd 
St.. New York 17. Circulation, 26,383; 
gr as, 30,8532. Store executives, inc ‘= 
merchandise managers and buyers 
691; others, 1,044 


Infants’, Children's and 
71 W. 35th St.. New York 1 
May, 1950, 9,701; gross, 11,- 
store buyers and merchandise 
speciality ‘shops, 6,885; oth 


Barnshaw's 
Girls’ Wear, 
Circulation, 
Dept. 
mgrs., 2,533; 
ers, 156 


Madison Ave. New 
3,713; gross, 4,234. 
mfrs., wholesalers, 


Fur Trade Review, 342 Madison Ave., New 
York 17. Circulation, 3,502; gross, 4,184. 
Fur retailers, 1,893; mfrs. and wholesal- 


ers, 1,076 others, 898 


Madison Aven. 

mont 

31 Oil. 
3,610 


Magazine, 342 
Circulation, 12 
0, 30.858; gross 


17,307; others, 


Accessories, formerly 
Accessories, 1170 


1. Circulation, @&- 
oth- 


and 
& Fashion 
New York 
8,40. tetailers 821; 


Handbags 


Review, 1 W 
7,265; 
others, 


Hoslery and tnderw ear 
34th St.. N Y k 1 atior 
gross rs 34 


Mere =~ 44 E. 23rd St., 
reulation, July, 1950 
Retailers 2,971; chains 


and © aegrer = Review, 1170 
New ork 1 Circulation 
12,025. Retailers, 7,739 


Hosiery 


n 
oss 4.023, 
rs. 588 


Infants 
Broadway 
10,594; gross 
others, 2,796 


Linens and Domestics, 1170 Broadway 
New York 1 Circulation, 23,319; gross 
Retailers, 1,989; others, 1,291 


ee ar dising, W. 34th St 
New Ye 1 “irculation 
7.250, Rotators. 4,045 

tates— , 380; 6-11 times 


Merchants Trade Journal, 1912 
Ave., Des Moines 5, Ia. Circulation, 11,- 
751; gross, 13,019. Dept., ary go ds, gen- 
eral merchandise stores, $,74¢€; specialty 


stores, 786; others, 1,264 
1170 Broad- 


Netion and Novelty Review. 
way, New York 1 Circulation, 3,521; 
cross, 4,343. Retallers 725; others, 1,779 


$325 


Grand 
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PPA 


LA 


Retailers Market News, 
, St. Louis 3. 

18,080; gross 

others, 298 


2018 Washington 
Circulation, Aug., 1950, 
19,042. Retailers, 17,937: 


NB 


Variety Merch 8 Madison 
New York 16 ym, May, 
24,600; gross, > exec 
1.718 ore manage asst 
082; supervisors 
Times 1 Page \% Page 
1 $465.00 $160.00 
6 380.00 22 120.00 
4 140.00 180.00 100.00 
$100 


Ave., 

1950 
itives 
megrs., 


Standard 


Women’s Wear Daily, 7 E 12t 
York Circulation 47, 103; 
Retailers and 
salers, 4.090 
Agency discounts 
1.006 69c: 5.0 


15,000 


red, 


nes 


ines, lines 


DESIGN ENGINEERING (169) 


eer IN BP. 


Applied Hydraulics, Ontar St 
: 413.0. Ci 


12 months 


‘rim size, 
ending 
Mfrs 


Electrical 
New Y 


Manufacturing, | 
on 


er Design. 
and oO 
x M arch, 1 


Materials « Motheds, 
ew ork 18 ‘Mr 
Mfrs of 
nent and 
processing pl 
transport 
non-metal 
metals, 1 
and contracting 
dents, 749; trade as cham- 
ommerce, libraries, « ege 1 
980; others, 1,000 


19,306. 


of 


engineers 


Ww itnd St 
18.020; gross 
metal prod 
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plants and parts 
mines, mfrs. o 
producers of 


engineers, 1,358 


mercial 
mfrs l 
non-metal 
metals, 454 
others 250 

Rates—less than 3 pages 
$440; 6 pages, $430; 12 pages 
pages, $385 


processing 
176; railroads 


$450; 3 pages, 
$410 24 


DIESEL INDUSTRY (178) 


Diesel Power and Diesel Transportation, 
192 Lexington Ave., New York 16. Circu- 
lation, 8,357; gross, 9,532. Engineers, 116; 
govt., 486; engine and equipment mfrs. 
and dist., 1,733; utilities, 379; municipali- 
:79 educational 1,043 railroads, 
diesel service 


NB Py 


45th St.. New York 
2 months ending June 
15,400, 


ties, 2 
4 industry, 
others, 


1 
434; 


Diesel Progress, 
19. Circulation 
1950, 14,794; gros 


DRUGS; PROPRIETARIES (182) 


months 

61,5038, 

chains, 
others 


American Drugeist. 
New York 22 Cireu 
ending June 1950, SS. 
Inde pe ndent drug stores 
hospital pharmacies, 
Rates 
1 Page Page 
$790.00 hse 00 
700.00 425.00 
665.00 405.00 


1,604 


% Page 
230.00 


Professional 
Blvd ireat 


American 


Pharmacist, 
Northern N. ¥ 


Ne ck, 


Central Pharmaceutical Journ:!, N 
aSalle St., Chicago 1. Circulation, 123,- 
gross, 123,233. Independents, 10,279 
hospitals chain head- 


quarters, 62; others, 208 


( ‘hain Store Age, 185 Madison Afe., New 
16. Circulation, 7,188; gross, 8,751. 
store headquarters and corporate 

executives 1,362 managers and asst 

managers 7 one-store operators and 


4,776 
buyers, 3 ; others 612 


ay and Allied Industries, Spring 
N. W _ Atlanta 


Drug & Cosmetic Industry, 101 W. Bist 
St., New York 1. Circulation, 4,426; gro«s 

Mfrs. of cosmetics, perfumes, toilet 
preparations, pharmaceuticals and pro 
prietary medicines, 2,625; materials, 4306 
others, 1,263 


Dreg Tepics, 
York 18 


Orug Trade News, 330 W 
York 18. Circulation, 7,021; 
Mfrs. of pharmaceuticals, p 


metics, drug sundries, beverages, 4,450 


wholesalers and drug chains, 975; others, 
1,430 

Rates—70-15 inche 
inches, $5; 1,040 1.819 


Pacific Drug Review, Woodlark Bidg., 
Portiand 5, Ore. Circulation, 3,006; gross, 
5,137. Retail drug stores, 

pharmacists, 3,37 


$6; 420-519 
inches, ‘$4.25 


. 
338 50 


CANADA 


12 
Standard red, 


Drug Merchandising, 481 University Ave., 
Toronto 2, Ont. Circulation, 4,513; gross, 
4,922. Retail drug stores, owners and 
mers., 3,311; hospital and army dispen- 
sers, 82; mfrs wholesalers, salesmen, 


827; othe 293 

Rates—1 page, $125; 12 times, $105; 24 
times, $100 Photo cvede supplement, 1 
page, $135; 6 times, $12 


ELECTRICAL (184) 


LLA 


Centractors E leetrical gtoment. 60 E 
42nd St New York 7 Circulation 
August, 1950, 25,522; gross, 27.217. Elec- 


trical contractors, 23,558 wholesalers 


NB 


Electric Light and Power, 22 E. Huron 
St.. Chicago 11. Circulation, Aug., 1950 
Hy os the gross, 15.413. General executives 
72; engineering executives and 
commercial division 
consulting, c« ntracting and engineering 
companies, 2° system operating execu- 
tives, 4,448; EEA cooperatives, 683; oth- 
ers, 1,668 


Electrical Construction & Maintenancc, 
330 W 42nd St.. New York 18. Rates 

less than 2 pages, $450; 2 pages $435: 6 
panes $405 12 pages, $370; 24 pages, 


pu 


Electrical Dealer, >. Huron St., Chi- 
cago Circulation, 12 months ending 
Aug., 1950 rrons, 35.967. Electri- 

appliance and io dealers and con- 
tractor-dealers, 15,562; electrical depts 
of La rect furniture, and dept. stores 
1 2 light and power companies, 1,913 
saar 2.579; chain buyers, 135 


retailers, 2, 
wholesalers, 3,002 aire. 1,388 


2,518 


neers 


(CA 


E hostetent Equipment, 60 EB. 42 

rk Circulation, 12 months 
1! 150, 34,960; gross, 346,320. Electrical 
mfrs., mfrs. of electrically operated ma- 
chinery and machine tools, aircraft mfrs 
and ship-bullding firms, 11,378: electrical 
operating depts. of industrial plants, ex- 
tractive industries, transportation com 
panies, communications and utilities 
24,294 


= lectrical 


nd St., New 
ending 
July, 


povechondttns, 330 W 
York irculation, 
Kross, 38,40 Blects light and 
companies, 2,444; anontance 
clalty stores, 14,920; other retailers 
jobbers, 5,238; mfrs 3.268: others 


42nd 
35,245; 














for low-cost, effective coverage 
of America’s Fastest-Growing 
Big Industry ...... 


ELECTRIC LIGHT AND POWER 


YOUR AD DOLLAR BUYS THIS 
TOP-DRAWER READERSHIP 


General Executives 3472 


Engineer Executives 
and Engineers 2518 


System Operating 
Executives 4448 


Commercial Executives 
and Supervisors 


Consulting Contracting and 
Construction Engineering 
Companies 292 


PLUS ADDITIONAL CLASSIFICATIONS 


CIRCULATION — 14,237 
BLANKETS THE FIELD 
Rs A Ra RE RR mE NN ER 








MOST AUTHORITIES predict that the Electric Light and Fower Industry 
(Business Managed Power Companies, REA Co-ops, Municipals, Federal 
Power Authorities, and affiliated organizations) will again triple its size 
by 1965. 


HERE'S HOW ELECTRIC LIGHT AND POWER covers the men in this booming 
business who can say “Yes!” to your sales story: A) Surveys show that 
E-L-P reaches 90%-plus of the Electric Power men who make or influence 
buying decisions; B) 92% of primary readership have been receiving 
E-L-P by request, for more than 1 year; C) An average of 4.8 secondary 
readers per copy receive E-L-P via routing lists; D) Only 44% of E-L-P’s 
primary readership also subscribe to the other leading utility publication. 


ELECTRIC LIGHT AND POWER READERS buy: 
Generating, Transmission, Distribution and Metering Equipment . . . 
Street Lighting Equipment . . . Construction and Maintenance Equip- 
ment... Building Materials ... Operating Supplies . . . and strongly 
influence industrial and institutional purchases of Utilization Equip- 
ment. 


# YOU sell anything that touches this rich market, 
get full facts now .. . call or write 


ELECTRIC LIGHT AND POWER 


22 E. HURON ST. CHICAGO 11, ILLINOIS 
CLEVELAND @ NEW YORK @ SAN FRANCISCO 
LOS ANGELES e@ SEATTLE @ DALLAS 








Electrical South, 806 Peachtree St., N. E., 
Atlanta 6. Circulation, 10,023; gross, t2.- 
006. Electric light and power companies, 
1,365; contractors, retailers, 7,956; job- 
bers, 1,200; engineers, architects, 985; 
others, 223. — 
Times 1 Pag % Page % Page 
1 $225. 0 $135. bo $ 75.00 
ors 125.00 67 7 
12 $00 lis: 00 60. 
Standard R. orange, yellow, blue, feo. 


Appliance Section 


Times 1 Pa \% Page 
1 $155.00 
8 2 145.00 
12 135.00 


Electrical West, 68 Post St.. San Fran- 

cisco 4 . gross, 9,333. 

Electric 

452; contractors, dealers, jobbers, 1, 

engineers, 510; mfrs., 1,016; others, 616 
Rateo—tess than 4 pages, $300; 4 pages, 

$282; 8 pages, $267; 12 pages, $246 


Electrical Wholesaling, 339 W. 42nd St, 
New York 18. Circulation, 8,076; gross, 
9,408. Electrical wholesalers, 6,843; mfrs.’ 
agents, mfrs. and mfrs.’ salesmen, 1,032; 
others, 215. 

Rates—less than 4 pages, $245; 4 pages 
$330; 8 pages $300; 12 pages, $270; 24 
pages, $260 


Electrical World, 330 W. 42nd St., New 
York 18. Circulation, 22,137; gross, 28,607. 
Electric power and light companies and 
their holding and management com- 
7; consulting engineers and 
. 3,135; mfg. and service in- 
dustries, 4,456; dist., 553; eng. colleges, 
professors, students, #00; » 
Rates—less than 4 pages, 
page; 4 pages, $450; 13 pages, 
pages, $385; 62 pages, $375 


General Electric Review, 434 State St. 
Schenectady 5, N. Y. Circulation 7,226; 
gross, 7,647. Public utilities, 921; indus- 
trial and electrical mfrs. and others, 
cluding mines and railroads, 3,364; col- 
leges, schools, 704; consultants, labora- 
tories, 146; others, 1,817 


New England Electrical News, 470 Atian- 
tle Ave. Boston 10 Circulation, 12 
months ending May, 1950, 2,755; gross, 
3,863. Electrical contractors, 1, 611; whele- 
salers, 225; chief electricians, plant engi- 
neers, master mechanics, $21; utilities, 
146 


CCA 
Public Power, 1757 K St., Washington 6, 
dD. C 


NP 
Qualified Contractor, Ring Bide. Wash 
ington 6, D. C. Rates 
Times 1 Page % Page % Page 

1 $290.00 $187.50 $142.50 
6 265.00 180.00 125.00 
12 235.00 160.00 117.50 


Heral Electrification, 1303 New Hamp- 
shire Ave., Washington 6, D. C. Circula- 
tion, 10,242; gross, 123,370. Rural electric 
systems, 8,922; mfrs., 556; others, 749 
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ELECTRONICS: RADIO- 
COMMUNICATIONS, INDUSTRIAL 
(200) 


Audio Hngincering, 342 
New York i7 


: Madison Ave., 
Circulation, 13,017; gross, 
15,007. Radio, television and elec reals 
equipment mfrs., 1526; management, 
operation and maintenance, 2,422; indus- 
trial, 630; laboratories and consultants, 
740; other GOVt., 677; dist., 300; education, 


1,889; others, , 3, 994 


New York 


30,307; gross 32,512. 


BKleetronies, 330 W 
and electronic equip- 


18. Circulation, 
Radio, television 
ment mfrs., 6,780; management, operation 
and maintenance, 5,474; industrial, 5,678; 
experimental, test and design labora 
tories and consultants, 3,644; govt., 1,363; 
education, 3,079; service, 1,746; dist., 912 
others, 1,444 Y 
Rates—less than 4 pages, $485; 4 pages 
“re a pages, $460; 12 pages, $450. 
©Graw-Hill standard color 
bicet ie c s, $110 


4ind St. 


Proceedings of I. R. E., 303 W 
New York 18. 
30,821. Radio, 
equipment 


42nd St., 
Circulation, 21,848; gross, 
television and electronic 
mfrs., 5,752; management, 
operation and maintenance, 2,598: indus- 
trial, 1,369; experimental, test and design 
laboratories and consultants, 3,828; govt 
1.870; education, 2,747; others, 4,262. 


Engineering, 185 N 
Chicago 1. Circulation, 


Radlo-Electronic 
Wabash Ave., 
21,273. 


480 Lexingto 


Television Engineering. 52 
Ave., New York 17. Circulation 
gross, 8,598. Fadio, television and elec- 
tronic equipment mfrx, 765: manage- 
ment, operation and maintenance, 2,033 
industrial, 281; test and design iabora- 
tories and consultants, 326: « ovt 346 
service and installation ore és educa- 
tion, 1,287; others, 1,245 ; 


Tele-Tech, 
York 17 


Vanderbilt 
7.401; 


ENGINEERING CONSTRUCTION 
07) 


American 1 om 1121 15 - 
ington Db th St., Wash 


ECA, 
Better Reads, 173 W. Madison St., Chi- 
cago 2. Circnlmtion, 12 months ) ending 
March, 1960 » FAT gt gross, 22,985. 


Carolina Read Builders, P. O. Box 2826, 
Raleigh, N. Car. Published by Carolina 
Road Builders Assn Est. 1946. Type 
page, 7x10. Published 15th. Forms close 
25th. Agency discounts, 15-2 

Circulation, March, 1950, 2,899; 
3,133. Public officials, 1,381; architects, 
engineers, 270; contractors, 559; sup- 
aay 435- others, 585. 

mes 

: Pi nue 

as 


ross, 


12 
Color, $30; bleed, $7. 
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Civil Engineering, 33 W. 
York 18. Circulation, 30,463; gross, 32,- 
962. Architects and engineers, 391; con- 
sulting engineering firms and engineers 
in private practice, 4,433; contractors 
and builders, 4,296; govt., 9.628; com- 
mercial and industrial org., 2,946; equip- 
ment and materials, 877; colleges, 
schools, professors, students, 3,715; oth- 
ers, 3,021 


39th St.. New 


NB P) 


Concrete, 400 W. Madison 8t., Chicago 6. 
Circulation, 12 months ending June, 1950, 
11,140; gross, we 3. Contractors and 
4,598; concrete products 
ready- -mixed concrete 
others, 4, 613. 


3,762; 


producers, 
1,352; 


producers, 


Construction, 109 Marie St., Baltimore 3. 
Cc sremsatien, July, or ew gro 

I Contractors, engineers, 
5, 634; | architects, 642; others 1,334. 


Construction Bulletin, Lumber Exchange 
Bidg., Minneapolis 1. Agency discounts, 
15-2. Circulation, 3,752; gross, 5,000. Con- 
tractors and builders, 1,663; special trade 
contractors, 510; mfrs., 334; distributors, 
591; producers of materials, 291; others, 


tg er 
mes age e 
1 ? 75-60 $ 45.08 
47.50 26.75 
42.50 24.00 


age 
$126.00 

13 85.00 
24 78.00 
Color, $35. 

nstruction Digest, 215 ©. New York ot. 
Indianapolis 4. Agency discounts, 15-2 
Circulation, 11 months ending June, 1950, 
8,584; gross, 8,899. Contractors and avel 
and stone producers, 2,109; county board 
members and avditors, 1,129; township 
highway officials, 1,942; city officials, 
43; city engineers, 317; street and sewer 
depts., 384; state highway officials and 
engineers, 431; county engineers, high- 
way supts., 367; others, 1,269. Rates— 
Times 1 Pag* % Page % Page 
1 $190.10 $105.00 $ 60.0 
13 153.40 48.00 
26 140.00 £0.00 44.00 
Standard orange, red, yellow, $40. 


Construction Methods and eg 
330 W. 42nd St., New York 18. Circula- 
tion, 27,545; gross, 3. Architects 
and engineers, 1,985; contractors and 
builders, 12,785; special trade contractors, 
1, ovt., 4,216; commercial and in- 
dustrial org., 


2,426; mfrs. and producers 
of equipment and materials, 1,746; dis- 
tributors, 1,084; others, 1,471. 
Rates—less than 4 pages, $465; 4 pases, 
$450; 8 pages, $415; 12 pages, $39 24 


pages, $385 


Construction News Monthly, Urquhart 
Bldg., Little Rock, Ark. Circulation, 11 
months ending June, 1950, 6837; gross, 
6,818. Contractors, gravel and stone pro- 
ducers, 2,472; highway officials, county 
judges, mayors, 2,479; engineers, 451; 
others, 


Up 


Constructioneer, 556 High St., Newark 2, 
N. J. Circulation, May, 1960, 16,089; gross, 
10, Agency discounts, : Rates— 
Times 1 Page hie % Page 
1 be ty 00 a $ 65. 
13 170.00 55.00 
26 155. 00 37. HH 50.00 


tL 
Contractors and Engineers Monthly, 470 
4th Ave., New York 16. Circulation, 12 
— ending July, 1950, 29,282; gross, 


Dixie Contractor, 508 Luckie St., N. W. 
Atianta 1. Circulation, 12 months ending 
March, 1950, maeee “Pag Rates-— “ 

: Se 


rimes 1 
1 $1 20°00 bey 41 
47.60 thse 
23.60 


94.50 
39.00 


13 

26 84.00 
71.60 

nginee News-Record, 330 W. 42nd 

St.. New ork 18. Circulation, 42,906; 

ross, 45,178. Architects and engineers, 

contractors and builders, 13,518; 

trade contractors, 2,075; govt.. 

; commercial and industrial ore. 

; mfrs. — producers of equipment 

8, 3,054; i 1,102; olen 


62 
Color, $40. 


pity 


246. 00 167. oo 


Excavating Engineer, 2018 11th Ave., So. 
Milwaukee, Wis. 


Michigan Contractor and Builder, 600 
Woodward Ave., Detroit 


Michigan Roads and Gus truction, Hol- 
ister» Bidg., Be M- Circulation 
ontrac 


1,271; gros tors, ve 
producers, Dic con county ae commission- 


rs, 252; state highwa ineers, 55; 
dealers and salesmen, 3 337;"0 ot ers, 119. 


i - West Conqeneten, 521 Locust &t. 
eee City 3, Mo. Circulation, 12 
mouths ending aly, 1950, 5,762; grees, 
6,118. County com supvre., judg 
1,343; county engineers and 
286; mayors and city mgrs., 
eng. street comraors., supts., 
and bid contractors, 1,682; saginests 
and architects, 362; mfrs., dealers and 
agents, 750; others, 371. 


+ Rate 
_— “sinks 
Hy 80 


6 
12 
Color, $35. 


Mississippi Valley Contractor, 7603 For- 
sythe Bivd., St. Louis 5. 
bce 


$8: $0 


tes 

Time 1 Page % Page 
T —- $144.00 380.00 
6 128.00 70.00 

64.00 


12 115.00 
Standard red, » FROM, $30. 


Mountain Constructor, 1138 Walton St. 
Denver 4. Circulation, 12 months ending 
July, 1950, 4,200; aan, 4,357. Contrac- 
tors, 1,525; engineers, 569; county offi- 
cials, 779; city officiais, 748; mfrs., dist. 
and salesmen, 731; others, 1 


NB P 


New England Construction, 755 Boylston 
St., Boston , 





Pacific Builder and Engineer, Arente 
Bldg. Seattle 1. Circulation, 6,084; gr 

7,156. Architects and engineers, 94; one: 
tractors and builders, 2,975; —— trade 
contractors, 241; govt., 616; mfrs., pro- 
ducers and dist. o eee and mate- 
rials, 637; others, 504. 


IGN Siac FR A ONE IE AEG IIR a: 








cca] NP) 


Pacifie Read Builders and Engineering 
Review, 709 Mission St., San Francisco 

Circulation, 7 months ending June, 1950, 

: gross, 9536. Heavy construction 

5,727; county road construction 

716; general groups, 1,001 


l Page » Page % Page 
$240.00 $124.00 $ 62.00 
215.00 115.00 58.00 
1956.00 108.00 55.00 
red or yellow, $55 


Reads and Streets, 22 W 
Chicag iv. Circulation 12 months end 
ing June v, 27,3735 gross 20,000, Con 
ractora, ; govt. v8 airports 


Standard 


Maple &t., 


tain Contractor, 1226 Cali 
Denver 4 Circulation, 12 
ending July, 1960, 2477; gross 
Contractors, 1,251; architects and 
county commissioners and 
421; others, 518 


Seuthwest Builder and 
Bey Bivd., Los 
tion 
gineers, 1! 
special 
ment 
669 


months 
2050. 
engineers, 525; 
public officials, 


‘ ontractor, 


ontrac 


riais 7) 


P trade 
and mate 


Texas Contracter, Thor 
Tex. Circulation, 1,080; are 
id builders, 65 al 
298 mitre cers 


juip 
hers 


trade 
and 
juipment and aterials, 596 


Bulses, 407 E 
irculati« 
Contrac tore and bull ders 
trade contractors I 
cers and dist. of eq sipment 
309 


thers 


c ——~ pe eer. 


Vestern 


als, 925 


Western 


CANADA 


Eugineering Journal, 2050 


bes ansfield aes 


graduates 
others 948 


EXPORTS AND IMPORTS (228) 


The American Automobile (Overseas Edl- 
tion), 330 W. 42nd St.. New York 18. Cir 
culation, 128,145; gross, 15,134. Car and 
truck dealers and dist 1.559; indepen- 
dent service stations and repair shops 
5,820; importers, wholesalers and age nts 
1,486; transport operators, 976; govt., 551 
others, $15 


4 


ikl Automeovil Americano, 330 W. 42nd St., 

k 18. Circulation, 17, + gross, 

dealers and dist., 

Service stations an 

importers, whole- 

185; transport opera- 
others, 899 


Car and truck 
independent 
shops, %,282 
nd agents, 1 

769; govt., 501 


Camines y Caties, 22 W. Maple St., Chi- 
cago 10. Circulation, 12 months ending 
June, 1950, gross, 11,023. Con- 
tractors, officials, 2,698; engi- 
neers importers and 


agents 


; govt. 
“equipment 
others, 613. 


1,003; 


-ra 
LA 


Efectos de Escritorio, 250 5th Ave., New 


Y« 


Pra 
LLA 

Buyer, 82 Beaver St.. New 
13,967; gross, 15,250, 
and importers of 
foreign countries. 
13,265, over list of 
importers and 


The Expert 
York 5. Circulation, 
mmercial buyers 
products 

rotated, 

3. exporters, 


Kl Farmaceutico, 330 W. 42nd St., New 
York 18. Circulation, 10,785; gross, 12,989. 
Retail pharmacies and drug stores, 6,501; 
wholesalers and agents, 2,072; 

and labs., 1,458; hospitals and allied 
institutions, 307; public health officials 
and physicians, 317; others, 482 


orters 


mirs 


iad, 
indicador Merca 1, 0 42nd 5St., 
rk 18. Circulation, 13 months end- 
1950, 7,834; gross, 8400, Re- 
wholesalers, 1,023; agents, 
wholesalers, 1,18 3: others, 


Ingenieria Internacional Construccion, 

42nd St., New York 18. Circulation, 

10. 45, gross, 15,012, Engineering and de- 

x 1,935; construction, 6.608; distribu- 
1,258; others, 730. 


8; mfrs., 


internacional Industria, 330 
New York 18. Circulation, 
15,213. Manufacturers, 7,037 

7; power companies, 

communic ~o? 
govt., 921; en- 

865; indust rial 

others, 1,048. 


3,650; 
; retailers, 


Ingenieria 


gross 

yr. petroleum, 

transportation 

602; machine shops, 
and contract« 

rs and dist., 1,009; 


McGraw-Hill Digest, 330 W. 42nd St., New 
York 18 Circulation, 21,551; gross, 31, 
Subs. in company name, 7,520; owners 
rporate executives, 3,952; operating 
executives, 2,650; dept. heads, supervisors, 
engineers, technical executives, 
gineers, technicians, 2,286; govt., 


others, 1,017 


El Munde Asucarere, 2 W. 45th St.. New 
York 19. Circulation, 12 months ending 
June, 1950, 3,656; gross, 4017. Sugar mills 

27; managers, 1,177; engi 


re at, 
supts., 408 chemists, 859; 


Revista Aerea Latino Americana, 515 
Madison Ave., Now York 22. Circulation 
3 onths ending June, 1950, 5,168; gross, 
Govt., 196; military and naval avia- 
372; civil aviation, 1,908; others, 368 


gineers 
mporte 


1,653; 


CC 
Revista Industrial, 222 EF 
Wheaton, IL. Circulation, 
‘ Fet 20,879; 


Willow Ave., 
10 months end- 
gross, 24,150, 


1950 


Rates— 
Times 9 Page 
1 150.00 

130.00 


120.00 


4/9 Page tPA noge 
$380.00 


4 > 3 
200 00 


6 340.00 
12 300.00 


Constrection, 22 W. Maple 5St., 
10. Circulation, 12 months end- 
1950, 9,281; gross, 10,050, 


World 
Chicago 
ing May-June, 


Weorld’s Business and Guia, 423 EB. 54th 
St., New York 22. Circulation of World's 
Business, 15,034; gross, 533. Guia, 
15,084; gross, 15,533. 


FOREIGN TRADE 


Expert Trade & Shipper, 20 Vesey St., 
New York 7. Circulation, 3,645; gross, 
4,182. Mfrs., 1,834; export merchants, 613; 
export mgrs. and employes, 169; others, 
963. 


FARM OPERATING EQUIPMENT 
(239) 


Agricultural Engineering, 505 Pleasant 
St., St. Joseph, Mich. Circulation, 56,006; 
gross, 5,447. Agricultural engineers and 
executives, 975; agricultural engineers, 
state and federal agencies, 1,525; agricul- 
tural engineers, managers and owners, 
244; members and branches, Am. Society 
of Ag. Engineers, 1,228; others, 1,293. 
Rates 
Times 1 Page % Page 
$140.00 $ 90.00 
130. z 85.00 55. 
12 120.0 75.00 50.00 
Standard red, $40 


CCA 
Agricultural Leaders’ 139 N. 


Digest, 
Clark 8t., Chicago 2. 


CCA ipa 


Better Farming Methods, Mount Morris, 
lll. Circulation, 12 months ending June, 
1950, 20,862; gross, 23,800. County agent 
wo rkers, 8,008; teachers and supervisors, 
9,520; others, 3,808. 


Farm Equipment Retailing, 1014 Locust 
St., St. Louis 1. Circulation, 19,796; gross, 
22.076. Dealers and jobbers ; mfrs., 
48), mfrs. and jobbers reps ; others, 
‘ 


Farm Implement News, 608 S. Dearborn 
St., Chicago 5. Circulation, 27,841; gross, 
28,767. Dealers and jobbers, 22,963; mfrs., 
2,340; mfrs." and jobbers’ reps., 1,269; 


others, 1,384 


Implement & Tractor, Graphic Arts Bidg., 
Kansas City 6, Mo. Circulation, 27,862; 
gross, 29,168. Dealers and jobbers, 23,738; 
mfrs., 2.365; mfrs.’ and jobbers’ reps., 


1,596; others, 780. 


. plement Record, 1355 Market St., San 
anci 3 Circulation % gross, 
3523, Dealers and jobbers, 1,880; mfrs. 
and jobbers’ representatives, 513; mfrs., 
246; others, 397. Rates— 
Times 1 Page % Page 
$125.00 $ 76.00 
6 tre 72 25 
68.50 
+: bleed, 15 %. 


\% Page 


12 
Standard sol 
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National County Agent & Vo-A 
317 N. Broad St., Philadelphia 


oa 


Poultry Supply Dealer, 1230 W. Washing- 
ton St., Chicago 7. Circulation, 12 months 
ending June, 1950, 15,585; gross, 16,700. 
Hatcheries, 10,194; feed dealers and mix- 
ers, 4,450; others, 1,131 sy — 


rimes 1 Page aay 
1 $330.00 $210. oO 
310.00 200.00 


12 290.00 190.00 


+n Teacher, 


4 Pa 

siis 0 
110.00 
105.00 


FLORISTS, NURSERYMEN, 
SEEDSMEN (244) 


Florists’ Telegraph Delivery News, 209 
W. Jackson Blvd., Chicago 6. Circulation, 
9,608; gross, 9,868. Retail florists, 8,918; 
others, 705 


SEEDS 


Seed World, 327 S. La Salle St., Chicago 4. 
Circulation, 4,700; gross, 5,313. Retailers, 
wholesalers and growers of seeds, 3,981; 
others, 700 


FOOD CANNING AND 
PRESERVING (247) 


The Canner, 140 N. Dearborn St., Chicago 
2. Circulation, 2,968; gross, 3,579. Packers, 
1,432 distributors, 648; supply, 445; 
others, 402 


The Canning Trade, 2( S. Gay St., Balti- 
more 2. Circulation, 2,359; gross, 2,871. 
Packers, 1,298; distributors, 467; supply, 


245; others, 70i 


Clark 8t., 


The Food Packer, 139 N 
cago 2 


Chi- 


Western Canner and Packer, 121 2nd St., 
San Francisco 6. Circulation, 1,952; gross, 
2,390. Packers, 866; dist., 444; equipment 
and supply, 314; others, 403 


249 


DISTRIBUTION 


FOOD DISTRIBUTION; PRODUCE 
(249) 


Feed Field Reporter, 330 W. 42nd St., 
New York 18. Circulation, 8457; gross, 
12,008, Mfrs., 4,231; chains, 507; whole- 
salers, brokers and voluntary groups, 
1,930; othere, 1,288 
Rates—3 inches, $9; 
420- S19 inches, $6.50 


RETAIL 


70-155 inches, 


Arizona Foed Merchant-Restaurateur, 
1410 N. Central Ave., Phoenix. Circula 
tion, 12 months ending June, 1950, 3,536; 
gross, 3,683. Retail groceries, 2,053; eat- 
ing est., 3,142; others, $21. 
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Grocers, Bidg., 


Arizona Industrial 
Phoenix. 


Chain Store Age, 185 Madison Ave. New 
York 16. Circulation, 29,719; gross, 32,618. 
Chain store headquarters and executives, 
5,875; chain store managers and asst. 
mfrs., 20,509; one-store operators and 
buyers, 676; others, 2,582 

Rates—1 page, $615; 6 times, $570; 12 
times, $535. 


Standard red, $120. 


Cemmercial Bulletin, 
St.. Los Angeles 14. ar 
gross, 4,448. Retailers, 3,1 
agents, 33; others, 515. 


857 8S. San Pedro 
ulation, 3,796; 
72; purchasing 


CCA 
Food Retailing Magazine, 1227 N. La Sallie 


St., Chicago 10. Circulation, 12 months 
ending May, 1950, 10,490; gross, 11,582. 


Oop 


Feed Topics, 330 W. 42nd St.. New York 
18. Circulation, 12 months ending June, 
1960, 92,594; gross, 98,000, independent 
retailers, 65,236; chains, 16,314; others, 
11,504. 


PPA 
LLA 


Feed Trade News, Liberty Trust Bidg., 
Philadelphia 7. Circulation, 13 issues 
ending May, 1950, 14,419; gross, 15,968. 
Independent food retailers, 13,254; ethers, 


1,186 
oon 


Grocer-Graphic, 356 4th New York 
16. 


Ave., 


CCA 
Grocers’ Spotlight, Fox 
Circulation, 26 issues 


1950, 21,3353 or. 24) 30%. 
markets and independents, 17,379; 


4,90 


Independent Greeer, 370 Lexington Ave., 
New York 17. Circulation statement not 
received. 


Bldg., Detroit 1. 
ending July 238, 
Chains, super 
others, 


Pra 
LLA 

Meat Merchandising, 105 S. 
Louis 2. 


CCA 
Progressive Grocer, 161 6th Ave, New 
York 13. Circulation, 77,379; gross, 85,372. 
Retail food markets, 67,767; wholesalers 
and voluntary chains, 5,607; chains, 2,021; 


others, 1,973 
NB?) 
32nd St 


Self-Service Grocer, 114 FE 


York 16 


Super Market Merchandising, 67 W. 44th 
St New York 18. Circulation, 9,131; 
gross, 15,241. Supermarkets, 5,399; 
service stores, 880; others, 2,986 
Times 1 Page ‘8 Page 

1 $400.00 $240.00 

0 360.00 215.00 

320.00 200.00 
red, $75. 


New 


120.00 
105 


rative Groups Maga- 
New York 16 


12 
Standard 


Voluntary and Coope 
sine, 114 E. 32nd St., 


Yankee Food Merchant, 376 Boylston St., 
Boston 16. Circulation, 3 months ending 
April, 1950, 14,406; gross, 1 Indepen- 
dent grocers, 11,391; chains, 2,491; job- 
bers, 234 

CANADA 


Canadian Grocer, 481 University Ave., 
Toronto 2, Ont. Circulation, 5,378; gross, 
6,008. Retail, wholesale and salesmen, 
4,595; others, 660. 


PRODUCE AND COMMISSION 


WB P) 


Hatchery and Feed, Mount Morris, Ll. 
Circulation, 12 months ending June, 1950, 
17,418; gross, 19,063, Hatcheries, 10,195; 
dealers in feed, remedies and equipment, 
5,383; others, 3,199. 


201 Delaware St., Kansas 
City 6, Mo. Circulation, gross, 
17,447. Dealers, 5,476; dealers who e 
also shippers or growers, 1,480; = 
packers and grow vin 4,430; others, 4,187. 
Rates—1 == » At 0; 100 inches, $3.85; 


500 inches, $3.3 


Produce News and Produce Barometer, 6 
Harrison St., New York 13. Circulation 
statement not received. 


The Packer, 


Turkey World, Mount Morris, Ml. Circu- 


lation, 20,951. 


FOOD MANUFACTURING AND 
PROCESSING (254) 


Food Industries, 330 W. 42nd St.. New 
York 18. Circulation, 22,074; gross, 23,798. 
Companies, 7,120; officers, 2,480; man- 
agers, supts., 4,583; dept. heads, foremen, 
1,961; engineers, 555; technical men, 
1408: sales and adv. mgrs., 804; govt., 
992; consulting engineers, chemists, labs., 
609; schools, colleges, 1,178; others, 576 
Rates—Less than 3 pages, $470; 3 
pages, $460; 6 ewes, $45 12 pages, 
$430; 24 pases, $4 
Bleed, $70 





ooo 


Feed Precessing, 737 N. Michigan Ave., 
Chicago 11. Circulation, July, 1950, 30,248; 
gross, 31,385. Companies, owners, corpo- 
rate officers, 15,205; works quece.. 9,447; 
supervisors, dept. heads, 1,121; engineers, 
2,040; technical directors, research direc- 
tors, chemis ts, 2,219; others, 297. Rates— 
1 page, $520; 6 pages, $472; 12 pages, $448. 
Color, $90 


ee Pack-Age, 370 Lexington Ave., New 
York 17. Circulation, 1,476; gross, 2,760. 
Prepackagers, 413; retailers, 130; ship- 
pers, 143; wholesalers, 116: suppliers, 418; 





others, 244. 


Quick Frozen Foods and the Locker 
Plant, $2 Wall St., New York 6. Circula- 
tion, April, 1950, 9,331; gross, 10,667. 


Op8 
Sugar, 2 W. 45th St.. New York 19. Cir- 
culation, 12 months ending June, 19560 
perf gross, 5,779. Sugar companies and 

2,255: supts., engineers, chem- 


cials, 2,255; 
1,653; field supts., 640; others, 769. 


VON rh ae NINTH. 








Western Food Industries, 130 W. 42nd St 
New York 18. Circulation, 3,371. Com- 
panies, 919; officers, 280; managers, 
supts., 767; dept. heads, foremen, 494: 
engineers, 76; technical men, 240; sales 
and adv. mers., 120; govt., 125; engineers, 
chemists, labs., 91; others, 

ates—Leas than 3 pages, $225; 3 
pages, 215; cA pages, $205; 12 pages, $185 
24 pages, $1 


FISHING 


8 Fy 


Atlantic Fisherman, Goffstown, N 

Cireulation, {2 months ending June, 1960 
5.777; gross, 6,625. Boat owners, fleet 
perators, processors 11 others, 761 


Maine Coast Fisherman, 178 Middle St., 

Portiand 3. Circulation 7.6705 gross, 

10, 147. Boat owners, operators, fisher- 

21; boat engineers and designers 

fishing companies, packers, 113; 
brokers, buyers, 190; etherk 2,045 


Pacific Fisherman, 7! 
Seattle 4 
Fishing 
owners 
645 


Columbia S&t., 

Circulation, 4866; gross, 5,7¢é6. 
companies, packers, 768; boat 
operators, 2,100; brokers, buyers 
govt., 236; others, 967 


CCA 
Seuthern Fisherman, 624 Gravier St., New 
Orleans 12. Circulation, 65,214; gross, 
5,621. Commercial seafood producers, 
Packers, 3,776; dist., brokers, buyers, 831: 


ship chandlers, supply dealers 564 
thers, 124 


FOOD MANUFACTURING AND 
PROCESSING—BAKING (258) 


Bakers’ Helper, 105 W. Adame St 
ago 3. Circulation, BASIS» gross, 
Bakeries and owners, 9,518 

2,749 workers 1,391 supplies 


thers, 1.616 


Review, 330 W. 42nd St.. New 
Circulation, 24,582; gross, 27,540. 
and owners, 22,295; executives, 
supplies, 461; Army bakeries, 110 


Bakers Weekly, 45 W. 45th St.. New York 
19. Circulation, 13,358; gross, 1 
Bakeries and owners, 9,113; executives, 
1,756; supplies, 1,731; others, 808 


Western Baker, 121 Ind St 
cisco 6. Circulation, 2,156; 
Retail bakeries, 948 whe 
ombination retail and wi! 
hains, 20; others, 717 


,_Chi- 
i7,711. 
executives, 
1,608 


CCA 


Bakers’ 
York 18 
Bakeries 
1,859; 


San Fran- 
gross, 2,467. 
lesalers, 271; 
esale, 14¢ 


FOOD MANUFACTURING AND 
PROCESSING—CONFECTIONERY 
(260) 


Industry, 107 W 


Candy 3rd 


York 18 


16 


Candy Meschantiee, and the Oandy 
Buyers’ Directory, 9 5. Clinton St., Chi- 
cago 6. wo 12 — ending 
June, 1950, grees, Ot Whole- 
salers, 6,869; r--~% puyers, 2,207. 


Confectioners Jour —- 43? Chestnut St., 
Philadelphia 6. Circulation . 
4,04. Confectionary mfrs., 2, seStare 


278; others, 359 


Manufacturing Confectioner, 
Clinton 8t., Chicago 6 Circulation, a'ese; 
gross, 3492. Confectionery mfrs. and 
their personnel, 2,319; raw materials, 188; 
thers, 396. 


FOOD MANUFACTURING AND 
PROCESSING—GRAIN AND GRAIN 
PRODUCTS (265) 


American Miller and Processor, $31 58. 
Wabash Ave. Chicago 56. Circulation, 
5.385; gross, 7 Flour milling plants, 


4.248: others, 1,023 


FOOD MANUFACTURING & 
PROCESSING—MEAT PACKING 
AND BY-PRODUCTS (272) 


NB 


Meat Magazine, 59 E. Van Buren &t., 
Chicago 5. Circulation, 12 months end- 
ing June, 1950, 11,518; gross, 12,530, Meat 
packing est., 2; sausage mfg., 1,084; 
wholesalers, 837; rendering, 303; canners, 


); branches, 979 


The National Provisioner, 407 S. Dear- 
born S8t., Chicago 6 Circulation, 9,070; 
gross, 9490. Packers, sausage makers, 
renderers and by-products mfrs., 7,056; 


wholesalers, 1,049; 5 
13 pages, $200; 26 


CCA 


others, 855 
Rates—1 page, $260; 
pages, $175; 52 pages, $145. Standard red, 
45 


FREIGHT TRANSPORTATION AND 
DISTRIBUTION (273) 


123 N. Wacker Drive, 
19,478; gross, 
19,116; transfer 
warehouses, 


Leonard's Guide, 
Chicago 6 Circulation, 
19,439. Direct shippers, 
ar d trucking companies, 181; 


others, 100 


Shipping Digest, 16 Bridge St., 
Cireulation, 3,266; gross, 

397 freight forwarders 

house brokers 705 


thers, 772 


New York 
3,902. Mfrs. 
and customs 
exporters, 730 


Traffic World, 22 W. Madison St., Chicago 
2. Cireulation, 8,502; ih ss, 8,854. Ship- 
pers, 4,877; carriers, 2,710; related groups, 
834; others, 115. 


FUNERAL DIRECTORS (277) 


American Funeral Director, 330 W. 42nd 
St.. New York 18. Circulation, 8,206; 
gross, 9,260. Funeral directors, 7,593; 
casket mfrs., 308; others, 396. 


Casket and Sunnyside, 487 Broadway, 
New York 13. Circulation, 7,969; gross, 

Funeral directors, 17,097; casket 
468; others, 437. 





Sy 
mfrs., 


FURNITURE, BEDDING, HOUSE 
FURNISHINGS (278) 


Creckery and Glass Journal, 1179 Broad- 
way, New York 1. Circulation, 5,111; 
gross, 5,604. Retailers, 3,448; others, 1,751. 





ra 


Curt Drapery Department Mag- 
quinn. 330 Stn Ave ew rk 1. Gircule- 
tion, 12 months ending July, 1950, 7,213; 
gross, 8,264. Retailers, 6,626; others, 
1,243. 





Flooring, 45 W. 45th St.. New York 19. 

Circulation, 6,752; gross, 0,879. Retailers, 

5,573; dist., 469; mfrs. and their salesmen, 

59; others, 187. Rates— = 

Times 1 Page 4 e 
1 $260.00 si00.08 
6 


12 
Standard a $75. 





Furniture Age, 4753 N. Broadway, Chi- 
cago 40. Circulation, 5,600; gross, 6,590. 
Retailers, salesmen, interior decorators, 
4,796; mfrs., 694; others, 141. 


ox 487, Jamestown, 


Furnitere Manufacturer, 342 Madison 

. New York 17. Circulation, 6,908; 
gross, 7,651. Mfrs., 2.355; planing mills, 
508; upholsterers, 4,032 ; designers, archi- 
tects, 498; others, 1 17 


Gift and Art Boyer, 212 5th Ave., New 

York 10. Circulation, 13,283; gross, 14,281. 

Retailers, 10,328; jobbers, 919; mfrs., 
; others, 844. ates— 


stro08 +4 
143.0 
132 Hh 


% Page 

$1056.00 
$5.00 
77.00 


1170 re prentwey, New 
900) SF ‘oss, 12,178. 
862; others, 904. 


12 
Color, $126 


Home Furnishin 
York 1. Circulation, 
Retail est., 6,950; mfrs., 
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Housewares Review, 1170 Broadway, New 
York 1. Circulation 7,308; gross, 9,158. 
Retailers, 4,318; others, 3,678. Rates, 
ppecieee insertions— 
Times 1 Page Page 
I $375.00 Shiove 
6 287.50 161.00 
12 250.00 140.00 


% Page 
$120.00 
92.00 
80.00 


Pra 
LLA 


Interior Decorators’ Handbook, 
Ave., New York 1. Circulation, 
1950, edition, 7,025; gross, 8,900. Decora- 
tors, designers, architects, 5,757; dept 
stores, 551; furniture stores, 6% others, 
30 


York 22. 
Design- 
9,166; 


230 6th 
spring, 


Interiors, 18 E. 50th St.. New 
Circulation, 17,832; gross, 19,225. 
ers decorating depts., architects, 
home furnishings stores, 644: mfrs. and 
wholesalers, 1,616; libraries, schools, 318; 
hotels, pallding management, 2,695; 


others, 1,95 


\ Furniture Review, 

Shore Drive, Chicago 11. Circulation, 

9.158; gross, vin Retailers, 8,538 
196 


mfrs., 327; others, 


New York 


ross, 34,015. Re- 


Retalilin 
1; jobbers, 4,983: 


National 666 Lake 


Dally. 7 E 
3. Cireulation, 28,781; 
tail establishments, 17,2 
mfrs., 6,691; others, 1,534 


CCA Cipg 
Rug Profits, 386 4th Ave. New York 16. 
Rates— 
Page 
140.00 
130.00 
120.00 


12th 8t., 


% Page 
$ 85.00 
78.00 
71.00 
$90 


12 
Standard « olor, 


CCA 
Upholstering,, 230 5th Ave., 
Circulation, 13 months ending July, 1950 
4,011; gross, 5,047, Furniture mfrs., 2,919: 
designers, 214; jobbers of fabric and sup- 
plies, 659; mfrs., converters, dist. of fab- 
rics and 1 supplies, 5630; others, 264 


CANADA 


pereitare and Furnishings, 347 Adelaide 

W., Toronto. Circulation, 2,870; gross, 
1,801; interior 
and furniture salesmen, 55; 
others, 102 


New York 1 


2502, Furniture retailers, 
decorators 
mfre., 866 


GAS (282) 


American Gas Journal, 205 E oe St., 
New York 17. Circulation, gross, 
4,016. Gas ee officials, executives. 
1,706; others, 729 


Butane-Propane News, 198 S. Alvarado 
St.. Los Angeles 4. Circulation, ABC, 
7,028; gross, 10,155. Utility service, 339; 
liquefied gas dist. and appliance dealers, 
5,095; fuel roducers, 315; appliance 
mfrs., 743; others, 502 

Circulation, CCA, July, 1950, 9,240; 
gross, 10,185. Utility service, 508; lique- 
fied gas dist. and app! lance dealers, 
6.943; fuel producers, 368; appliance 
mfrs., 742; others, 444 


CCA 
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Opp 


Gas, 198 S. Alvarado St., Los Angeles 4 
Circulation, 4 months ending June, 1950 
6551; gross, Gas companies dis- 
tributing Hy ipe —~. .938; mfrs., 
jobbers, agents, bet others, 532 Agency 
discounts, i. — Rates— 

Times 

1 


6 


12 
Bleed, $40. 


Gas Age, 9 E. 38th St.. New York 16 
Circulation, 5,510; gross, 6,484. Gas com- 
panies and personnel, 4,233; mfrs., job- 
bers and agents, 610; others, 796 


LP Gas, 9 E. 38th St.. New York 16. Cir- 
culation, 8,119; gross, 9,527. Liquefied 
gas dist. and appliance dealers, 6,530; 
equipment mfrs., 653; others, 944. 


HARDWARE (285) 


News 
% and 


Daily 
11x15 


Hardware & Housewares, 
Bldg., Chicago 6. Type page, 
7x10 

Circulation, 35,139; gross, 
ware stores, 29,237; chains, 
stores, 1,299; others, 5,474 


. Hard- 
525; dept. 


Hardware Age, 100 E. 42nd St., New York 
17. Circulation, 34,836; gross, 36,310. 
Hardware retailers and salesmen, 24,468; 
wholesalers, 6,096; mfrs.’ salesmen, 2,705; 
export houses and mfrs., 1,130; others, 
473. 


Hardware Retailer, 333 N. Penn 
Ave., Indianapolis 4. Circulation, 
gross, 3 Hardware retailers 
salesmen, 23,486; wholesalers, 
mfrs. salesmen, 797; others, 
Rates— 


Times 


syivania 
30,550; 
and 
4,409; 
1,071 


% Page 
$220.00 
185.00 
160.00 


Hardware World, 30 N. 
Chicago 2. Circulation, 15 months ending 
June, 1950, 13,2234; gross, 15,768. Retail 
hardware stores, 8,368; retail salesmen, 
554; other retail stores, 1,841; jobbers and 
salesmen, 2,125; exporters and importers, 
534. 


1 Page 


Dearborn S&t., 


LLA 


New England Hardware, 185 Dartmouth 
St., Boston 16. Circulation, 12 months 
ending May, 1950, 4,581; gross, 4,863. Re- 
tail stores, 2,714; managers and clerks, 
823; others, 1,116. 
Times Pa % Page 

1 $ 45.00 
6 25.00 42.00 
12 6 38.00 


New Hardware News, 6 Church St.. New 
York 6. Circulation, 12 months ending 
April, 1950, 30,962; gross, 44,908. Retail 
hardware dealers, 40,585; chain dSuyers, 
471; dept. store buyers, 410; jobbers, 


2,35 


Hardware 
Dealer, 481 


CANADA 


Electrical 
Toronto 2 


and 
Ave., 


and Metal 
University 


Circulation, 5,426; gross, Retail, 
wholesale and salesmen, 4,912; purchas- 
ing agents and mfrs., 413; others, 113. 


HOSPITALS, NURSING (287) 


jean Journal of Nursing, Drexel 
Bids, Philadelphia 6. Circulation, 108,- 
140; gross, 100,246. Institutional nurses, 
59,618; public health and industrial, 
10, 246; private duty nurses, 13,015; others, 
26 02 

Rates—1 page, $550; 6 times, $490; 12 
times, $450. 


ment, 200 B. pee 8t., 
Chicago irculation, gross, 
10,839. Hospitals. including su erfnten- 
dents and dept. heads, 7,940; public health 
org. and industrial first aid stations, 563; 
architects, 116; supplies, 253; members 
of hospital boards of directors, 151; 
others, 379. 


Hospitais, 18 E. Division St., Chicago 10. 
Circulation, 10,876; gross, 12,140. Hos- 
pitals, including supts. and dept. heads, 
7,601; public health org. and industrial 
first ald stations, 918; architects, 447; 
supplies, 460; members of hospital boards 
of directors, 561; others, 639. 


Hospital Topics and Buyers’ Guide, 30 W. 
Washington S8t., Chicago 2 


Modern Hespital, 919 N. Michigan Ave., 
Chicago 11. Circulation, 10,486; gross, 
11,051. Hospitals, including supts. and 
dept. heads, 7,805; public health org. and 
first aid stations, 572; architects, 958; 
supplies, 437; members of hospital boards 
of directors, 75; other, 683 


. 


HOTELS, CLUBS, MOTELS (292) 


Club Management, 408 Olive St., St. Louis 
2. Cireu 8, 4,448. 
managers 

officers and directors, 
Rates— 
Times 


managers, 
619; others, "388, 
1 yy 


6 


12 
Color, $70. 


A 


tL 


Golfdom, 407 S. Dearborn St., Chicago 5. 


Hotel and Restaurant Operator, 703 
Market St., San Francisco 3. Circulation, 
16 months ending July, 1950, 4,114; gross, 
4,628. Hotel owners and managers, 2,803; 
restaurant owners and managers, 930; 
others, 


Hotel Bulletin, 342 Madison Ave., New 
York 17. Circulation, 12 peentns ending 
May, 1950, 16.580; gross, 1 


Management, 71 Vanderbilt Ave., 
York 17. Circulation, 8,243; gross, 
9.078. Hotel managing and owning group, 
6,011; food service group, 171; dept. ex- 
ecutives, 349; other hotel employes, ba“ 
others, 1,532 Rates—-l1 page, 325 % 
page, $162.50; 4 page, $81.25. 


Hotel 
New 








Hetel Monthly, 1948 Ridee Ave. Evans 
ton, Ill. Circulation, 7,214; gross, 
Owning and managing er ip, 4,160 
service group, 227; dept. execs., 387 
employes 114 allied groups 


thers, 882 


Metel Woeortd- ‘Review, 71 Va 
New York 7 Circulation 
7347. Owning and man aging group 2 
od service group, 187: de § 
the 30 
there 


derbilt Ave 


" 


Official Steamship and Airways 
99 Madison Ave., New York 17. Circula 
tion, 2,773; gr . r agen 


and employes 


Seuthern Hotel 
Bide Jacksonville 1 
2.430; gross 2.950, H 

snaging grouy 1,6 
group 69 sent. exe 
mployes ) 


Journal, 


Court 
Tex 
rist 


Teurist 


Travel index, 56 
Hollywood 28, C 
nding I 

Travel 


INDUSTRIAL DISTRIBUTION (296) 


Industrial Distribution, 


n 


INSTITUTIONS (298) 


Catholic Bullding and Maintenance, 
Park f ce ew Y¥ k 7 


Inetitutions Magazine, 1801 Prairte 


hicag 


INSURANCE (300} 


‘ hic ag 
Insurance 
companies 
Rates—1l f 
pages 320 


and offic 
age 


6433; gross, 


Galde, 


Ave., 


others, 475. Fire and casualty edition, 
6.517; gross, 7,080. Insurance agents and 
Y 90 companies, officers, 873 
; others, 332 


Texas Bank Bidg., 
3,444; gross, 3,564. 

companies, offi- 
thers, 


Insurance Kecord, 
Dallas 2. Cire ulation 
Agents, brokers, 15 


ers, managers, 425; fieldmen, 247; « 


ance > Salesman, 1142 N. Merid 
6. Circulation, 37,483; gross, 

and brokers. 32,668; gen 

388 ompanies, 795; others 


© 


Life Insurance Selling, 405 Olive St.. St 
ouls 2. Circulation 12,914; gro ss 13.527. 
Agents and broke rs, 12,420 general 


gents others 


r, $100 


408 Olive St., St. Louis 
Circulation, 9,567; gross, 10061. In- 
ar agents and brokers other than 

e, 9,367 »mpanies, officers, 195; others, 


The National Underwriter, 175 W. Jack- 
n Bivd., Chicago 4. Agency discounts 
fe edition, 15-0. Circulation, life insur- 

edition, 7,983; gross, 8038. Agents 
2 439; general agents, 3,727 
home office em ployes. 


an St 


The Leeal Agent, 
. 


ir 

‘ 
48 
‘ ir, $8 


life, 13,820; 
brokers, 8,649 
agencies, 
attor- 


than 
and 
general 
adjusters 
382 
times 


other 
Agents 
ice 


$2,470; 


Reusch Netes, 1142 N. Meridian St In- 
is 6. Clreulation, 17,243; gross 

and brokers, 
mpanies, gen- 
2.253; fleldmen 


aqiana,l 

17.578 Insurance agents 
the r i 14,054; ox 
or z heads 


$200; 6 times, $178.75 


Spectator Preperty Insurance Review, 

6th and Chestnut Sts., Philadelphia 39 
Circulation, 10,016; gross, 11,758. Property 
nsurance agents, 8,068; fire and casualty 
home officials, 1,488; brokers, 412; buyers, 
513 


thers 


Tr Standard, %9 Broad St., Boston 10 
Circulation, 3,746; gross, 4,141. Insurance 
agents and brokers, 2,993; companies and 
fficers, 385; fieldmen, 208; others, 191 


Review, 527 7th St.. Des 
Circulation, 48231: gross, 
agents and brokers 


: nderwriters' 

nes %. Ia 
5 ar3. Insurance 
4770 th 


hers, 219 


JEWELRY AND OPTICAL GOODS 
(303) 


Horologist 
D 


A _deweler, 1549 
i Cireulath 


Jewelry retailers 


Jeweler'’s Circular-Keystone, 100 E. 42nd 
St.. New York 17. Circulation, 19, ‘ 
gross, 20,796. Jewelry retailers, 15,677; 
wholesalers, 1,589; mfrs., 1,983; others, 
% Page 
$100.00 
80.00 
65.00 


Page 
160.00 
140.00 
120.00 
$100 


Jewelry. 381 Fourth Ave 
Circulation, 12,3503 gross, 
retailers, 10,288; wholesalers, 1,182; 
1,424; others, 181 


' 
12 
Standard co! 


New York 16 
15,356. Jewelry 
mfrs., 


Pra 


LA 


NJ (National Jeweler), 531 S. La Salle 
St., Chicago 5. Circulation, 35,971; gross 
37.284. Jewelry retailers, 32,969; whole- 
salers, 2,079; mfrs., 1,244; others, 574 


Optical Journal & Review of Optometry. 
100 E. 42nd § New York 17. Circuiation, 
9.240; gross, 9,732. Optometrists, EETE 
dispensing opticians retailers 1,18 

wholesalers, 642; students, 1,238; olin 


» Page 
$ 80.00 


67.50 


62.50 
Optemetric Weekly, 5 N. Wabash Ave., 
Chicago Circulation, 11,122; gross, 
11,436. Optometrists, 9,010; dispensing 
opticians, retailers, 276; wholesalers, 488; 
students, 991 mfrs 118 others, 297 
Agency discounts, 15-2 


LAUNDRIES, CLEANING AND 
DYEING (305) 


Pra 


LA 


W. Huron 
months 
14.941. 
hospital 
762; in 
1,111 


Smet Leunéry. Bepees, 21 
Chicago, Il reulation, 12 
cabin Aug 1950. Niaeess gross 
Commercial laundries 7,654; 
laundries, 3,076; hotel laundries, 
stitutiona! laundries, 1,360; others 


ry Age. 9 E. 38th St.. New York 16 
reulation, 6.465; gross. 7,783. Commer- 
cial power laundries, 4,282; institutional 
laundries, 251; suppliers, 1,259; others, 


704 


Pacific Laundry and Clea « Journal, 
121 2nd St., San Francisco 5. Circulation, 
2.246: gross, 2,613. Combination laundry 
and dry cleaning plants, 350; dry clean- 
ing plants, 1,173; power laundries, 338; 


others, 387 


Sensehocem Laundry Journal, 304 BE. 45th 
St.. New York 17. Circulation, 6,606; 
gross, 7,605. Commercial power laundries, 
4.961; institutional laundries, 166; sup- 
plies, 892; others, 539 


CLEANING AND DYEING 
American Drycleaner,. 1 W 
Chicago 11 Circulation 


19,784; gross 21,350. | 
plants, 19,406; jobbers, 621 


Huron St 
Sept 1950 
ower-operated 
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Cleaning 
AVe New 
Times 


National Cleaner & Dyer, 304 EB. 45th St., 
rk 17. Circulation, 15,969; gross, 
Drycleaning and dyeing plants 
suppliers 1,200 others 1,478 

% Page 
$225.00 
190.00 
155.00 
yellow, $75 


% Page 
$155.00 
127.00 
100.00 


1 Page 
$305.00 
55 


Standard red, blue, 


Neighborhood Drycieaner, 9 E. 38th 
New York 16. Circulation, 7,666; gross 
9.937. ey eeantang and dyeing plants, 
6,312; suppliers, 271; others, 1,026 


LUMBER (307) 


The Lumberman, 71 Columbia St., Seattle 
Circulation, 8,560; gross, 10,143. Lun 
n prs 2,075; lumber mfrs. with sep 
ecging depts ‘ geing ope 
52 distribution supply, 781 
37 thers 


Seuthern Lumber Journal and Bullding 
Material De er, Graham Bidg., Jackson- 

Circulation, 3,644; gross 

mfrs. and logging con 
tractors lumber dealers with plan 
ing mills or millwork plants, 458; lumber 
and supply alers, 77 wholesalers, ex- 


rters, 


The Timberman, 519 S Park Ave., 
Portiand 5, Ore. Circulation, 9,261; gross 
10,242. Production, 5.683: dist., 1,210; re- 
1,259; suppliers, 528 ther 72 


586 


searc? 


MANUFACTURING INDUSTRIES 
(311) 


CCA 


Compressed Air Magazine, $42 Morris St., 
Phillipsburg, N. J Circulation 
28.416; gross, 30,003. Mines, 
mfrs. of metal and non- me as pro 
9,176; railroads, 1,683 
itilities, 2,196; other 
Times 1 Page 

1 $290.00 


6 280 0.00 


1950 


12 i 
Standard red or tise, 


CCA 
Coneover-Mast Purchasing Directory, 737 
N. Michigan Ave hicago 11. Type page 
10 x 11. Circulation, spring and fall, 
editions combined, 24,263; gross 
Rates—1l1 inch, $65 per edition 

6 inches, $150 per edition, $295 per 

1 page, $650 and $1,200; % page 


and $700 
gement and Maintenance, 


Factery Man 
New York 18. Circula- 


330 W. 42nd St 
tion, 52,363; gross, 54,874. Company sub- 
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You Get 84% MORE Manvfacturing 


Circulation through the 
CONOVER-MAST 
PURCHASING DIRECTORY 
Than with Any Other Directory 











This audited circulation compari- 
“ get 84 
manutacturing circulation 

the OCONOVER-MAST 

CHASING DIRECTORY 
through other You 
more plants than through the other 
directories combined. (Data 
MacRae's Blue Book and 


Conover-Mast Purchasing Direc- 


son shows that v« more 
through 
PUR- 
than 
any cover 
two 


source 





Ali Other 1,885 
es 


personal call 


All Other 7,901 
All Other 8,060 

















CCA; and ABC 
December, 


for Thomas 
1949.) 


tery 


Register 


CONOVER-MAST 
PURCHASING DIRECTORY 


THOMAS REGISTER 
Tete! Circulation 20, 279 


Tote! Circulation 24,760 


COMPLETE ANNUAL CIRCULATION 25,000 


SPRING EDITION 12,500 


FALL EDITION 12,500 


No Duplication Between the Two Circulation Lists 


Industrial Executives Reached Through CM PD 
Factory Managers, superintendents, mas- 
ter mechanics 
Engineers—chief engineers, design en- 
gineers, mechanical SAaAEEED 
epeeagins Executives. 
Other Executives 
How CMPD keope jou in contac with the NEW 
BUYERS 
Every year 144 out of every 1,000 manufac- 
turi firms go out of business. An approxi- 
mately ome number of NEW férn.s take their 
places. o meet the changing industrial 
picture, CMPD is published twice yearly— 
Spriog and Fall—with non-duplicated circula- 
tion. Your sales messages contact the NEW 
BUYER with twice the s » 
CMPD is wholly industrial. It has no non-industrial 
listings, therefore it is the preferred directory 
of industrial purchasers. 
CMPD can do a better job of selling your product te 
industry. Call your nearest CONOVER-MAST Repre- 
sentative or write direct 


Comover Mast 
PURCHASING 


737 No. Michigan Ave 
Whitehall 4-6612 


- 40% 


Chicago 11, Mi. 


Industrial Distribution of C-M PD 


The number of plants covered in each industry is 

as follows: 

Machinery, Except Electrical. . 

Electrical Machinery 

Fabricated Metal Bopdects.: 

Transportation Equipment 

Instruments & Related Products... . 

Primary Metal Industries ..... 

Chemicals & Allied Products 

Rubber Products 

Stone, Clay & Glass Products 

Leather & Leather Products .... 

Petroleum & Coal Products . 

Textile Mill Products 

Lumber & Products 

Furniture & Fixtures 

Paper & Allied Products 

Food & Kindred Products . 

Tobacco Manufacturers. 

Apparel & Related Products. . 

Printing & Publishing 

Misce! 

Total Manufacturing Plants 

Public Utilities 

Mines, Quarries, Gas & Oil Wells .. 

Engineering & Construction Firms. . 

Industrial _~—-T Government, 
aon, = Buying Organizations, 

all oth 


Total Number of Units Reached 
anually 





plant 

maintenance 

companies 862 
235; others, 1,306 

pages, $720; 8 

24 pages, $630 


operating men 
contrac- 
govt., 


scriptions, 6,579 
41,603 industrial 
tors and supply 
822 educational, 
Rates l 
pages, $675 


ustrial Bulletin, 621 N. Dearborn S8t., 
Chicago 10. Circulation, 7 months ending 
March, 1950, 28,033; gross, 28,906. Com- 
panies, executives, management, pur- 
chasing, operation, aintenance, engi- 
neering, 25,673 


tra 
LLA 

Equipment News, 461—8th 

York 1 tates—1/9 page unit, 

6 times, $130; 12 or more 


Circulation, Aug., 1950, 61,347; gross 
05,966. Administrative officials, 11,391; 
production and plant operating officials, 


Industrial 
Ave., New 
1 time, $135; 
times, $125 


17,850 of- 


1,611; 


purchasing 
others, 1,75 


23,288; 
ficials 


engineers 
5,770; govt 


Filbert St., 


Industrial Maintenance, 3623 
April, 1950, 


Philadelphia 4. Circulation, 
78.748; gross, 83,423. 

Rates—1/9 page, $165; 6 
$145; 12 } times, $i4 


unit, times, 


Ridge Ave., utepere> 
10,327; gross, 

officers, 2,404 

403; engineers, ° 
depts., instrument 


Instruments, 921 
12. Circulation, 
Companies and 
mgrs. and supts., 
supts. of instrument 
engineers, electrical engineers, supts., 
2,285; chief of tests, inspectors and 
chemical engineers, research directors, 
metallurgists, 648; sales engineers, 549 
others, 1,830 

Rates—1i1 page, $330; 6 pages, $286; 12 
pages, $250; 24 pages, $230 








er 
ships 
asst 


1,439; 

managers, 
1,408; 

inspect 
761 

and 

pure 


ves, 


MacKae'’s Blue 
Chicag¢ 


Beok, 18 | 


Li rs 


Manufacturers Record, 

Baltime 3 Cireulati 

S507. Mfg. industri 
41 engineers and 
1,536 


Mill & Pactery, 2 
i Circulati 


Oc ——- 
Clevelar 


thers 


ing a 
4 director 
Bb. 42nd St ew Y $295.00 
38,310; gro 4,501. : 75.00 
lant operating men, 36,108; distribut 260 00 
and their , 1,656; others lard red 
Kates l Z 567; 4 pages 
5 pages, $490 24 
standard blue 
bleed, $¢ 


Standard red, $80 
range, yellow, 


$40; 


try, 400 Madiso 
r i irculatior 0. 
112,757. z 
Boat 
Craft Edit 
New Equipment 
Cleveland 13 
ending March 


Digest, Penton Bidg 
‘irculation, 12 months 
61,619; gross, 65.333. 


The Log, 121 
Circulation 
Pacific shi 
I an 


Factory, 
isco 3 
July 


insurance 
Ts, < 
safety directors, 
personnel 
‘hasing 
92 


Hazards, 
reulation 
1950, 


2nd St., 
3,119; gross, 3,640, 

p repair companies, 
companies 


88, 28,323. Corporations and partner- 
officers, 1,397; managers and 


technical execu- 
executives, engi- 
general and plant 
industrial 
‘rs 8.549: 
industrial 


2,556; 
,209 


msg 
agents, 
others, 3,266 


BF 


1240 Ontario St., 
12 months end- 
gross, 
others. 


18,429; 
17,359 
% Page 
$175.00 

160.00 

145.00 
yellow 


90.00 
orange, $75 


lue 


MARINE, SHIPBUILDING (336) 


Cog 


and Beynon News, Commercial 
E E 


4ist St.. New York 


San Francisco 5 

Shipbuild- 
231; ship 
1,116; merchant 

professional mer 

254; allied marine 
; others, 65. 


Marine Engineering and Shipping Re- 


30 Church 
6,464; 
ip repair 


Dear b« view, 

12 months ending ation 

31,7298. « hemilec l nd 

83 i ‘ erating 
chant 1 


Plant Engineering, 10 Ss 
t 1g $. Circulation 
y 150 ynoe ee gross 
‘4 
“ od 
truct 
metal ine ‘ i7 ) r ed t : r 


Marine News and Mar 
Circulation, 
Sh ipb uilding and ship repair com- 
ship 
marine officers 
286; 


St.. New York 4 
6, 404, 
anies, 
eon Equipm * 7 S. De ‘ 83; me 
Rates essiona 


463 
Preduc 


ag 


e 1 t 4 t arine industries 


Marine Progress. 90 Broad St., 
April, 
operating 


4. Circulation 
sarplus 3,516. Ship 
hicag 


Record, 
é 


771; « thers 922 


Thomas’ Register of Ameri 


m Manufac- 
turers, 461 Ave., 1 


New York 

York 4 

May, 1960, 

erating 

and — 

Western Industry, 9 Mission St.. Sar fessk men 
8 months end 
10,762. Meta! 
chemica 


lumbe 


192 Lexington 


3.557; 


ation, 


gross 


41 


shipbuilding and 


Maritime Reporter, 
Circulation, 


companies, 
repair cempanies 
528 


St... New 


York 7. Circu- 
Shipbuilding 
646; ship op- 
559 mer- 
professional 
474 
422 


7.164. 
mpanies 
owners, 
3,357; 
and equipment, 


istries, 577; others 


me Age. 26 Water 
5.589; gross, 


operating companies, 

2.893; pro- 
supplies, 524; allied 
227; others, 805 


New York 
1950, 3,101; gross, 
companies, 1,358 

repair companies, 


Upp 


Broad St. New 
12 meathe ending 
gross, 9,27 Ship op- 
3,897; chi eas 
pro 


ship 


80 


others, 2 187 


New York 
4.647. Ship 


Ave 
Toss, 


and ship repair companies, 254; 


rating 
erchant 
nal men, 
thers, 525 


119 


Industrial Cana 
Circulation, 6,82 7.760. Meta 
working 1,212; and beverages 
$24; machine: § od products, 633 
textiles, 504: others 67 


nge St., Toront 


“an Francisco 4 
INDUSTRIAL SAFETY 1 
hant marine o 


© rm 7 


Samoans Satety News, 425 N. Michigan 
Ave ‘ 11 Circulation, 26,066; 


1 Page 
$240.00 
200.00 
180.00 


com 
marine 


Pacifie Marine Review, 


owners, 416; 
1,268; profes- 
industries, 37 


antes, 
cers, 
allied 


580 Market St 


Circulation, 3,812; gross 
4.367. Shipbuilding and repair companies, 


others, 


ship operating companies, 530; mer- 
cer 


1,970 supplies, 298; 
Rates 

% Page \% Page 

$130.00 $ 70.00 
110.00 60.00 
100.00 55.00 


544 


World Ports, Washington Bidg.. Wash 
> 


ington 5 


MATERIALS HANDLING (342) 


cca] Opp 


Flew, 1240 Ontario St., Cleveland 13. 
culation, 12 months ending June, 
26.263; gross, 27.291. Automotive, 7 
mfrs. of metal products, 8,466; food and 
canning, 3,554; process and chemical in- 
dustries, 2,796; wood products, 1,110; 
paper, 1,466; textiles, 1,352; ceramics, 
glass, 996; others, 5,169. 


Cir- 
950, 


Modern Materials Handling, 795 Boylston 
St., Boston 16. Circulation, 12 months 
ending June, 1950, 21,135; rons. 23,717. 
Mfrs. and their executives, 14,251; dist. 
and storage, 4,026; materials handling 
dealers, engineers, consultants, 2,038 
packaging engineers, 178; others, 887 


MEDICAL, DENTAL (345) 


‘¢ 
Current Medical Digest, Mt 
Gullford Aves., Baltimore 2 
March, 1950, 112,300; gross, 


Royal and 
Circulation, 
114,414 


ustrial Medicine & Surgery, 605 N 

chigan Ave., Chicago 11. Circulation, 
6,969; gross, 7.2606. Industrial and busi- 
ness concerns and their personnel, 1,064 
educational, 518; physicians and sur- 
geons, 4,287; others, 68 


. Kirksville, Mo 
Rutherford, 


139,830; 
physicians, 


Journal of Osteopat 


N. J 
gross 
136,108 


NB Py 


10th St., Minne- 
12 months ending 
gross, 132,616. Prac- 
internes, 4,462 


Economics. 
Sept 1950 


Medical 

Circulation 

144,762. Practicing 
7 


thers, 1,2 


M 
apolis 3. 
March, 1950, 1 : 
ticing physicians, 120, ITE 
others, 4,375 


odern Medicine, 84 5 
Circulation, 


Qutecgnets Profession, 420 Lexington 
Ave. ew York 17. Seeemee. 12 months 
endin ay. 1950, 10,534; gross, 11,379. 
Practicing’ B_- R. 10,803; senior stu- 
dents, 


PPA 


LLA 


Business, 369 Lexington Ave. 
17. Rates—1 page, $90; 6 
12 times, $70 


Surgical 
New York 
times, $80; 


DENTAL 


NB P) 


Dental sapoustesy Review, Essex Bidg., 


Minneapolis 


Bldg., Minneap- 


Dental Survey, 
olis 2. Rat 
Times 

1 


Essex 


% Page 
$150.00 
130.00 
12 125.00 
Color, $55 
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Coy 


Oral Hygiene, 1005 Liberty Ave. Pitts- 
burgh ie Circulation, 12 months ending 
March, 1950, 73,196; gross, 7 
viding Gonstote, beg vy 45 others, 3,145 
es-—l page, $280; 6 times, $245; 
times, $285. Bleed, $10. - 


Prae- 


METAL MINING (352) 


Engineering and Mining Journal, 330 W 
42nd St.. New York 18. Circulation, 16,- 
560; gross, 17,757. Mining companies and 
officers, 3,711; supts. and mgrs., 1,724; 
engineers, 1,797; foremen and assts.. 
1,335; other employees, 770: consulting 
and construction engineers, 2,626: schools 
and colleges, 1,062; suppliers, 1,389: 
others, 1,555. 


Min Engineering, 29 W. 39th St., 
York Rs Circulation statement not 
ceivec 


New 
re- 


Mining World, 121—-2nd St.. San Fran- 
cisco Circulation, 6,424; gross, 7,277. 
Mining companies, including mining con- 
tractors, 4,254; engineers, govt. depts. 
and their staffs, 564; engineering schools, 
including professors and students, 520: 
machinery mfrs., jobbers, dealers, 416: 
others, 1,211 


Canadian Mining and Metallurgical Bul- 
letin, 1117 &:. Catherine St., W., Montreal 
Que Circulation, 4,030; gross, 5,030. 
Operating companies and executives, 808 
engineers, 1,284; colleges, professors, stu- 
dents, 886; others, 700. 


Northern Mimer, 122 Richmond 8t.. W 
Toronto, Ont. Circulation, March, 1950 
19,344; gross, 20,000, 


METAL PRODUCING AND 
WORKING INDUSTRIES (358) 


American Machinist, 330 W. 42nd St., 
New York 18. Circulation, 28142; gross, 
30,208. Mfrs. of assembled metal prod- 
ucts, equipment, machinery, 16,352: com- 
mercial processing plants and parts 
mfrs., 4,085; railroads, mines, mfrs. of 
nonmetal products, 2.611; metal pro- 
ducers, 746; govt., 1,003; dist.. dealers 
and exporters, 802; engineers, 679; others, 
1,743 

Rates—less than 3 pages, $440; 3 pages, 
$430; 6 pages, $415: 13 pages, $390: 26 
pages, $345; 5 $300 


52 pages, 


American Metal Market, 18 Cliff St.. New 


York 7 


Blast Furnace and Steel Piant, 108 Smith- 
field St., Pittsburgh 30. Circulation, 2,464; 
gross, 3,404. Mfrs. of assembled metal 
products, equipment, machinery, 267; 
metal producers, 1,396; others, 749 
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1240 Ontario St., Cleve- 


Die Castings, 

land 13. Circulation, 12 months ending 
June, 1960, 13,411; gross, 14,586. Officers, 
1,426; managers and supts., 2,660; chief 
engineers, 2,377; product design engi- 
neers, 3,377; engineers and metallurgists 
904; purchasing agents, 1,362; others, 


Finishing section rates 

imes 1 Page % Page 
1 . $165.00 
6 . 150.00 


12 140.00 
Color $75. 


The Foundry, 1213 W. 3rd St. 
13. Circulation, 10,593; gross, 
Foundries, 7,3 supply, 1,147; 


373; others, 1,675 


Industrial Finishing, 1142 N. Meridian 
St., Indianapolis 4. Circulation, July, 
1950, 13,906; gross, 15,170. Companies and 
executives, ,.722; chemists, engineers, 
459; general, work, production and sales 
managers, 659; ~ foremen, super- 
visors, 2,163; supplies, 1,741; others, 212 


Page 
$105.00 
90.00 
80.00 


Cleveland 
13,128, 
govt., 


Industrial Heating, Union Trust Bid 
Pittsburgh 19. Circulation, 12 months 
ending March, 1950, 15,2123; gross, 15,878. 
Rates— 
Times % Page % Page 
1 $ 65.00 
60.00 
65.00 
bleed, $10 


1 Page 
$130.00 
6 120.00 
12 110.00 
Standard red, $25 


Metal, 45 W. 45th St., 


The Irom Age, 100 E. 42nd St., New York 
17. Circulation, 18,754; gross, 24,212. Pub- 
lished Thursday. Forms close Friday 13 
days prec 


CCA ipa 
Light Metal Age, 220 S. State St., Chicago 
4. Circulation, 8 issues ending May-June 
1950, 5,011; gross, 5,200. Producers, 275 
fabricators, 4,302; others, 426 


Industrial Shee: 
New York 19 


Bivwe Book, 222 E. Wil- 
Published 160th. 
July, 1950, 


Machine and Tool 
low Ave., Wheaton, Il 
Forms close 15th. Circulation 
34,737; gross, 36.047. Fixed 30,138; ro- 
tated, 4,961 over 9.000 names. Companies 
and executives, 11.880: production execu- 
tives, 15,804: purchasing agents, 2,137 
suppliers, 3,948; forefgn, 1,223; others, 
107. 


© CCA 


Machinery, 148 Lafayette St.. New York 
13. Circulation, ABC, 17,774; gross, 23,242. 
Mfrs. of equipment and machinery, 9.471; 
commercial processing plants and parts 
mfrs., 3,680; railroads, mines. 854: metal 
producers, 172; govt., 808: dealers and 
exporters, 710; engineers, 353: others, 
1,615. 

Circulation, CCA, 21,783; gross, 23,297. 
Mfrs. of equipment and machinery, 13,- 
010; commercial processing plants and 
parts mfrs., 4,283; railroads, mines, 1,042; 
metal producers, 298; govt., 814; dealers 
age ouperters, 717; engineers, 354; others, 


w NB 


Metal 
York 1 


Finishing, 11 W. 42nd St. New 
8. 


Metal Progress, 7301 Euclid Ave., Cleve- 
land 3. Circulation, 20,036; gross, 

Mfrs. of equipment and machinery, 7,257; 
commercial processing plants and parts 
mfrs., 2,434; railroads, mines, 1,238; metal 
producers, 4,146; govt., 985; dealers and 
exporters, 729; engineers, 667; others, 


3 pages, $325; 6 pages, $315; 12 
pages, $200 


Metal-Working, 60 E. 42nd St., New York 
17. Circulation, 12 months ending July, 
1950, 27,030; gross, 28,762. Fabricators, 
8,806: machinery, 12,371; transportation 
equipment, 4,254; others, 2,186. 


PPA 


LLA 


Modern Machine Shop, 431 Main St., Cin- 
einnati 2. Circulation, July, 1950, 37,683; 
gross, 38,700. Companies, executives, 

390; production executives, 16,377; pur- 
chasing, 1,342; supply, 2,681; others, 971. 


ca 
Organic Finishing, 11 W. 42nd St., New 
York 18. Circulation, April, 1950, 7,922; 
gross, 10,000, Companies operating paint 
finishing depts., 4,517; professional men, 
1,411 production execs., 974; finishing 
execs., 998 


Production Engineering & Management, 
2842 W. Grand Blvd., Detroit 2. Circula- 
tion, 12 months enling July, 1950, 22,0u8; 
gross, 22,3737. Mfru. of assembled metal 
products, equipment and machinery, 13,- 
167: commercial processing plants and 
parts mfrs., 6,179; transportation serv- 
ices, mines, non-metal products mfrs., 
2: metal producers, 706; others, 420. 
Rates—1 page, $335: 6 pages, $325; 12 
pages, $295; 24 pages, $285. Standard 
yellow, $65; bleed, $35. 


blue, green, red, 


Products Finishing, 431 Main St., Cincin- 

nati 2. Circulation, July, 1950, 19,484; 

gross, 18,150. Companies, executives, 

6.557: works executives, 8,639; purchas- 
725; supply, 1,452; others, 144, 


4 


Steel, Penton Bidg., Cleveland 13. 


Tool and Die Journal, 1975 Lee Road, 


Cleveland 18 


Teol Engineer, 10700 Puritan Ave., De- 
troit 21. Circulation, 17,387; gross, 18,600, 
Mfrs. of equipment and machinery, 11,783; 
commercial processing plants and parts 
mfrs., 1,260; railroads, mines, 702; metal 
producers, 391; govt., 241; dealers and 
exporters, 895; engineers, 608; others, 
1,518. 


Western Machinery and Steel World, 580 
Market St., San Francisco 4. Circulation 
July, 1950, 4,118; gross, 4,967. Mfrs. of 








uipment and 
processing 


assembled metal products, eq 
machinery, 1,798; commercial 
plants and parts mfrs., 1,480; tranporta- 
tion, 211; metal producers, 148; govt., 
118; dist. and exporters of mac hine ry and 


427 engineer ers 


| Page 
$240.00 


200.00 


180.00 
Western Metals, 198 S 
Angeles 4. Circulation, 15 months ending 
June, 1950, 4,085; gros +508. Metal pre 
ducers, mills, smeite ppliers f 
metals and n ry } ‘ ercia 
processing 1 ‘ 
goods 842 
nance, 539 


Alvarado St., Los 


int 
4 ‘ 


MOTION PICTURE INDUSTRY, 
AMUSEMENTS (377} 


© 


Better Theatres. See 


Herald 


The eereanee. 2 utterson St., Cincir 
nati Cir 57,533; gros 00,765. 


The Exhibitor, 
phia 7 7 ‘ . 


heatrica 


Modern 


Kansas 


Theatre, * 
cit 1 M 


Motion Picture Herald, | 6tl ve 
New York 20. ( tion, 17262; er 
18,261. Theatr bit 12,971 


Showmen’s Trade meee, 
way N 


’ 25s. 


MUNICIPALITIES & COUNTIES (379) 


Public Works Magazine. 
New York 17 Circulatior 
11,922; gross, 13,375, City er 
mers. and supts. of publi 

consulting and sanitary 
sounty engineers and 


eng 


hig? 


22 


works supts., mgrs. and 
engineers, 3,298; contractors, 1,008; en- 
gineers and supts. of sewage treatment, 
476; city officials, 1,042; others, 796. 


Sewage and Industrial Wastes Engineer- 
ing, 24 W. 40th St.. New York 18. Circu- 
lation, 3,317; gross, 4,069, Sewage works 
systems, 1,125; sewage and industrial 
wastes treatment plants, 781; consultin 

and sanitary engineers, 835; others, 73 

Rates 


Times 


798 water 


1 Page % Page 5 Page 

190.60 $130.00 95.00 

84.00 
00 


45th St., 
Rates 
S pages, $900 


The Sewerage Manual, 
‘ iblished 
$600 


Los An 
ending 
Mayors 
1,449 
2,285; 
officers 
1,011 


Spring St 

n, 12 months 
gross, 7,568, 

and dept. heads, 

127; councilmen, 
) 331; finance 

asing agents, 979; others, 


FIRE DEPARTMENTS & WATER WORKS 


Apa Engineering, 1ew 10th St New 
r 18. Circulatic 11,467; cross 12,5598. 

1 8.729; industrial fire 
745; fire preven- 
engineers, 392; others, 


Mun 


” % Page 
$160.00 $122.00 
143.00 110.00 
, 00 94.00 


» Page 


Water ant Sewage Works, 22 W. Maple 
St.. Chicago 10. Circ ilation, 7,064; gross 
8,591. Water supply and sewage works 
systems 275; water, sewage and indus- 
trial wastes treatment plants, 914; dept 
and division heads of water and sewage 
systems 264 consulting and sanitary 
neineers, 1,681 thers, 1,824 


Water Works Baggeegeenee 24 W. 24th 
St New York 18 ‘reulation, 5,367; 
6.430. W Sher auneie systems, 3.283 
treatment plants, 327: dept. and 
heads of water systems, 208 
nsu iting and sanitary engineers, 614 
ers 052. Rates 
mes 1 Page 
1 $248.00 
6 220.00 
195.00 
d red, $55 


CANADA 


248 
culation 
fficials 


a 
a9 


ater 
ii ion 


% Page 

$116.00 

94.00 

bleed “e45 


ndar 


Talbot St St 
gross 
school 


Municipal w orté 
“"homas in 
7.43. 


Mun icipal 
Mficials 63 


others 


NUCLEONICS INDUSTRY (385) 


Nucleonics, 35 42nd St.. New York 18 
Circulation gross, 6508. General 

management, § engineers and other 

professional personnel, 1,382; technicians, 

169; production and operation, 315; other 

dept. heads, 139; subs. in company names, 
$72: professors, 479: others, 414 


WwW 


OIL, PETROLEUM (386) 


Califernia O11 Werld, 2404 W. 7th St., 
Los Angeles 5. Circulation, 3,303; gross, 
4,106. Producing and development, ore: 
refining and natural gasoline, 284; finan- 
cial, 368; supply, 280; others, 127 
Times age % Page 
1 $210.00 $120.00 
160.00 78.00 
120.00 66.00 


Drilling. 2115 N. St. Paul St.. Dallas 1 
Circulation, 11 months ending June, 1950, 
7.939; gross, 8,430. Oil well drilling con- 
tractors, 1,955; major producers’ drilling 
depts., 1,314; independent producers and 
field men, 685; contractors’ field men, 
1,871 geophysical depts., 
1.098 Rates 
Times % Page 

1 $145.00 
13 2 120.00 


supply, 
others 
1 LB gh 
$265 


26 175 50.00 
Standard red 


National Petroleum News, 1213 W. ird 
St Cleveland 13 Cire a 14,154; 
gross, 15,055. Pre e aC ing, 157; refining 
, m arseting .723 supply 831 


6 pages, $390; 13 


the Ollman’s Newspaper, i124 W 
os Angeles 13. Circulatior 

3.068. Producing, 1,145; refining 
1atural gasoline 199; marketing, 
373; financial, 154; others, 192 


3. Cheyenne St 
30.886; gross, 27.769. 
producing and re fining. 
ning, natural gasoline 


oi, 
St 


gross 
and 
44; supply 


Ol and Gas Journal 
Tulsa 1. Circulation, 
Producing, 14,449; 
701; producing, re 
and pipe line, 656; refining. 4,4 
line, 2.048; natural gasoline, 669; 

ing, 234; equipment and supply 


others, 1,61 
1500 Irwin-Keasler 


Petroleum Engineer, 

tide., Dallas 1. Circulation, 18,908; — 

20.470, Producing, 9,245; producing and 

refining, 164; producing, pipe line, ‘refin- 

ing and natural 146; pipe line 
5 gasoline 


gas 


Petroleum 
k 


Equipment. 
New : 


CCA 


Petroleum Ma er, 624 S. Michigan 
Ave.. Chicago 5 “Cireuls ation, 12 months 
ending, July, 1950, 15,213; gross. 15,788. 
Oll company executives, 3 ‘3 jobber ex- 
ecutives 10,134 refiner executives, 636 
others, 1,10 


Petroleum Processing, 
Cleveland 13. Circulation 
ending March, 1950, 10,701; gross 
Refining, 9,041; natural gasoline 
petro-chemical, 275; lubricating and oil 
and grease mfg., 60 process and con- 

892; others, 


struction engineering firms 
P. O. Box 2608, Hous 


Petroleum HKefiner. 
9,022; gross 


ton 1 Tex. Circulation 
10,112. Refining. 6,129; natural gasoline 
others, 878 


861; supply, 1,178 


1213 W rd St 
12 months 


12,337. 
843 
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Petroleum World, 412 W 

Angeles 14. Circulation, 12 
ing June, 1950, 4,902; gross 
duction, 3,248; refining, 615 
others, 199 


Werld Ot, P. O Box 2608, Howston 1 


Circulation, 20,013; gross, 21,650. Produc- 
ing, 15,111; pipeline, 965; supply, 2,831 


others 1,500 


World Petroleum, 2 W. 45th St.. New 
York 19. Circulation, 8,822; gross, 9,428. 
Bzpioration, drilling and production 
3,588; refining, 3,561 natural gas and 
gasoline 311; transportatior supply 
609 others 242 


6th St Los 
months end- 
5,304. Pro- 
supply, 848; 


CCA 


PACKAGING (392) 


Modern Packaging, 122 E. 42nd St 
York 17. Circulation, 12,771; gross 
Mfrs., lithographers and 
mfrs designers, engineers 
libraries govt., 711; other 
Rates 
Times 1 Page 

$340.00 

315.00 

290.00 


16,179. 
display 
1.023 


$196 


4 
744; 
schools 


» Page 
$200.00 
180.00 


160.00 90.00 


Upp 


Packaging Parade, 22 E. Huron St., Chi- 
cago 11. Circulation, Aug., 1950, 14,224; 
gross, 15,422. Food mfrs., 5,006; mfrs. cf 
toilet goods, drugs, chemicals, 3,042; ap- 
pliances, parts mfrs 1619; wineries, 
breweries, disti lers 795; mfrs. of paints 
and lubricants, 9; mfrs. of hardware 
and specialties, 29; adv. agencies and 
pack designers, 462; mfrs. of paper 
and products 816 textile mfrs 
563; dept. stores and chains, 120; others 


670 


ace 
Paper 


Packaging Systems Magazine, Advocat¢ 


Bldg... Newark. Ohio 


PACKAGE PROCESSING 


Boxboard Containers, formerly Shears, 

E. Huron St Chic ago 11 iret 
gross, 2,73 Ro onaae 
and box | mate rial 398 


Fibre Containers. 28 N. L 
ago 1 Circulation, 1,888; 
Paperboard mills, 649: mfrs 

ard boxes and specialties 


2.288; 


machinery others 


chi 
2.204, 
paper- 
others, 


iSalle St 

gross 
of 

498 


The Glass Packer, 55 W. 4 
York 18 


PAINT AND VARNISH (398) 


NB 

bb 

American Paint and Off Dealer. 371% 
Washington Ave., St. Louis & Circula- 


tion, Aue., 1950, 25,732; gross, 30,025. Re- 
tall, 23,597; retall and wholesale, 2,397 


INDUSTRIAL MARKETING, November, 1950 


American Paint Journal, 3713 Washing- 
ton Ave., St. Louis 8. Circulation, 3494; 
gross, 4080. Paint mfrs., 1,409; supts. 
and chemists, 367; raw materials mfrs., 
587; dist. and salesmen, 690; others, 435. 


cog 


American Painter and Decorator, 37135 
Washington Ave., St. Louis 8. Circula- 
tion, Aug., 1950, 48,528; gross, 73,133. 
Painting, panersong=e and decorating 
contractors, 65,874; interior decorators, 
1,49 boss painters, 2 


2,333 


National Church 


Painters Magazine, 50 
St., New 7 


York 


Paint, Oll and Chemical Review, 537 S 
Dearborn St., Chicago 6. Peblished by 
Trade Review Co. Est. 1883. Subscrip- 
tion, $3. Type page, 7x10. Published ev- 
ery other Thursday Forms close 10 
days prec. Agency discounts, 15-0. 

Circulation, 2,227; gross, 2,878. Mfrs 
of paint, varnish, lacquer, 866; supts. and 
chemists, 366; mfrs. of raw materials, 
390; others, 591. R:z 


13 


9 


Standard 
o"% 


88 
red, blue bleed 


W. 54th St., 
June, 1950, 
and dec- 
wholesale 
2.136 


Western Paint Review, 1872 
sles 37. Circulation 

gross, 23,100. . stating 
contractors 

outlets, 5 218 


orating 


and retail aa rs 


PAPER, PAPER PRODUCTS (400) 


American Paper Merchant, 111 W. Wash 
ington St.. Chicago 2. Circulation, July 
1959, 4,433; 5.196. Paper jobbers 
3,100; oth Rates—1 page, $160 
6 times, $145 i2 times, $130 


Eueee and Paper Products, 41 Park Row, 

Y 7 Circulation, 3,565; gross 
merchants, 5 coarse 
611; dual merchants 
and nverters, 1,225 





4.268. Fine paper 
Paper merchants 
859: paper mfrs 
others, 279 


58 FE. Van Buren St 
8,382; cross 
7.293: others 


The Paper Industry. 
Chicago 5. Circulatio 
Paper and pulp mfe 


Paver Mill News. 
rk 18 


ndway New 
Circulatio 2,850; gross, 5,321. 
| and pulp m tz 2,357 suppliers 
781; others es _ Rates feature numbers 
Times 1P Page 

$175. no $110.00 

160.00 95.00 

140.00 8 


~ ag B 


12 


Paper Sales, 


Duluth 

4.687. 
paper 
383; 


405 E. Superior St., 
Circulation, 4,196; gross, 
paper merchants 3.632 

converters, allied industries, 
94. Rates— 


Minn 
Coarse 
mills, 
others 


Times l Page 
$200.00 

6 175.00 
12 150.00 
Standard red, $40. 


Paper Trade Journal, 15 W. 47th St., 
York 19. Circulation, 5,300; gross, 
Paper and pulp eel ; converters, 

644; supply, 846; 533. Rates— 
Pa 4 Page 

$110.0 
60.00 
50.00 
40.00 


New 
mfg., 
others, 1 
1 

13 


26 


110.00 





Post's Paper Mill Directory, 1440 Broad- 
way, New York 18 
and Paper, 71 Columbia St., Seattle 


re 

4. irculation, 3,557; gross, 5, Paper 
and pulp mfg., 2,407; supply, 648; others 
685 


PHOTOGRAPHY (405) 


Ave., New 
S567; gross, 9,470. 
6.172: photo finish 
and exporters 


National Photo Dealer, 251 4th 
York 10. Circulation 

Retail camera shops 
ng plans, 491; wholesalers 
547: mfrs.. 658: others, 671 


Trade News, 1114 Ist Ave 
New York 21. Cirevlation, 6,905; cross 
9.289. Retail caners shops and photo- 
graphic supply sections, 5,473; finishing 
plants, 530: wholesalers and exporters, 
235; mfrs., 339; others, 294. Rates— 

% Page 
$125.00 
106.00 
100.00 


Photographic 


PLASTICS (406) 


New 


Modern Plastics, 122 E. 42nd St 
20,518. 


York 17. Circulation, 16,884; gross, 
Mfrs., 7,313; consultants, research org 
architects, engineers, 1,077; molders, ex 
truders, laminators and _ fabricators 
2,791: mfrs. of plastics materials, 1,397; 
exporters, importers, jobbers , 
agents, 949; govt., 904; others, 2,569 


Plastics Industry, 370 Lexington Ave 
few York 17. Cireulation, 3,506; gross, 
4.100. Plastics processors, 2,828: others 
815 


Plastics World, 


POWER PLANTS (410) 


LA 
Combustion, 200 Madison Ave.. New York 
16. Circulation, August, 1950, 12,062; gross, 
12,852, Engineers, 7,499: consulting eng! 
neers, 1,051; officials, 643; others, 3,008 


23 








NB P) 


Joseph, Mich. 


industry and Power, St. 

Circulation, 12 months ending March 

1960, 37,790; ross, 38538. Rates—less 

than 3 poses, $525; 3 pages, $515; 6 pages, 

$495; ages, $445; 24 pages, $425. 

Begneas red, blue, green, 
5 


yellow, orange, 


NX mal Mugineer, 176 W. Adams St., 
Chicago 3. Circulation, Sept., 1950, 17,608; 
gross, t Companies, executives, 726; 
engineering dept. heads, 4,820 (mgrs. and 
supts., 709; engineers and electricians 
8.177; foremen and dept. heads, 821; as- 
sistants, 113); plant operating staffs 
8.211; sales org., 1,173; students, 1,611 


others, 750 
0 W. 42nd St.. New 


25.437; gross, 26.820, 


Operating Engineer, 3 
executives, 2.254; engi 


York 18. Circulation 
Companies and 

neering dept. heads, 12,569; plant operat- 
ing staffs, 9,644; foreign, 984: others, 801 


330 W. 4 New York 18 


Power, nd St 


Equipment, 551 Sth Ave New 
7 Cireu ation, Aug 1950, 39,200; 
gross, 41,000, Mfz., proce ssing and ex- 
traction industries consulting 
and construction 1.771; elec- 
tric light and ompany men, 
13,478; others, 1,466 


Power Engineering, 110 S 
Chicago 3. Circulation, 11 
ing uly 1950 


Power 
rk 17 


Dearborn St., 
months end- 
24,158; gross, 26,0982. 
Chemical process ind., 3.636: food, 2,587: 
umber, 768; machinery, 1,855: other mf« 
and mining, 679; stone, clay and g)asa, 
651; textiles, 1.542 transportation equip 
ment 41 publi utilities, 4.266 hos 

pitals, hotels, 1.979; institutions, 1,400 
thers, 2,264 


Southern vower and se et 806 Pe 
Atlant 5 Circulation 
702; gross 15,589, Cor mpanies and 
tives, 2,806; engineering dept. heads 
Ant operating staffs, 2,156: others 


exe 


PRINTING, PUBLISHING (422) 


o Printer, 9 | Sth @ 


American St 
York 16 Cirecu i 9.040; cross 
Printing firr ind ex ative 7.46 


608 


10,081 


CCA 


Monthly, 608 S year 


Graphic Arts 
, 5. Cireu n, S1800; 
pr te £ 


St. Chicago 
53,620. Con 


ts plants, 46,7 exe t s 


© © 


The Iniand Printer, 109 W. Jackson Blvd, 
Chicago 6. Circulation, 11,521; gross, 
i2z,0838, Ir ‘ and executives, 

es, schools 


mercia and 


Modern Lithography, 254 W. 
York 1. Clreulation, 5,035; gross, 
Offset and direct —aeasae plants, 
1,831; letterpress plants, 1,461; others, 


1,734 
Times se ease 
1 


3ist St.. New 
Sst, 


‘\» Page 
$ 80.00 
b 70.00 

65.00 
red, $35 


12 
Standard 


National Litho Tapher, 11 Park Pl. New 
York 7. Circulation, 4,278; gross, 5,047. 
Offset and direct lithographing plants, 
2,785; mfrs. and jobbers of equipment and 
supplies, 701; others, 285 


Pacific Printer and Publisher, 659 Folsom 
St.. San Francisc« Circulation, 1,268; 
gross, 1,861. Printing firms, 1,049; others, 
220. Rates 
Times 1 Page % Page 
1 $125.06 $ 70.00 
6 115.00 65.00 
12 100.00 60.00 
Standard red, $35; bleed, $20 


% Page 


Printing Maga 41 Park Row 
9,556; gross, tf \e 
executives, 7,504; 
schools, assns 


New 
0550 


and 
libraries 
497 


Printing firms 
suppliers, 1,254 
unions, 567; others, 


Printing Equipment Engineer, 1276 W 
3rd St.. Cleveland 13 Circulation, 12 


months ending March, 1950, 9,368; gross, 
10,845, 


© & 


m Printer and Publisher, 481 Uni- 
versity Ave., Toronto 2, Ont. Circulation 
1458; gross, 1,686. Printing firms, 1,153 
others, 295. 


CANADA 


PURCHASING (425) 


Purchasing, 205 42nd St., New York 17 

Circulation 035; gross, 12,193. Pur- 

chasing executives, 8,835; companies and 
Micials, 1,654; others, 682 


RADIOS, PHONOGRAPHS AND 
MUSICAL INSTRUMENTS (428) 


CCA 

reer News, Leader 
tion, 12 months 
‘5.5304 gross, 6,108, 
1,588; managers, $21; 

mfrs., agents and salesmen 


Bidg., Cleveland 14. 
ending March, 
Jobber execu- 
salesmen, 
948 


CCA 


land Appliance & Radio News, 

4i Atlant Ave., Boston Circulation, 

2 months ending May, , 3.619; er 

3.708, Electrik radio dea 
‘ 


83: dist 8: util 


ross, 
Aiers, 


Radic & Television Jou 1270 6th 
Ave., New York 20. Circulation, 12 months 
ending Feb., 1950, 28,642; gross, 30,634, 
Dealers in radio and allied equipment, 
22,211: distributors, 2,143; parts jobbers 
and mfrs. agents, 2,201; mfrs., 1,977. 


Radic & Television Hetailing, 450 Lex- 
ington Ave., New York 17. 


Radie-Television Service Denler, 342 
Madison Ave., New York 17. Circulation, 
20,482; gross, 24,510. Service men and 
organizations, 9,117; retail service depts., 
5,610; education, 4,341; others, 4,326. 


Vanderbilt Ave., New York 17 
20,902; gross, 21,504. Inde- 
men and org., 12,363; 
“- s., 1,303; other 
361; mfrs., 1,339; 
and govt., 
1,971 


Service, 52 
Circulation, 
pendent service 
retailers with service 
retailers, 1,003; dist., 
communications, aviation 
1,014; education, 1.785; others, 


RAILROADS (430) 


pn 


Modern Raliroads, 201 N. Wells St., Chi- 
cago 6. Circulation, 18,583; gross, 21,879. 
Administrative and operating officials, 
4,501; mechanical depts., 6,123; engineer- 
ing, bridges and roadway depts., 6,183 
purchasing and stores depts., 1,108; 


others, 762 


Pocket List of Rallroad Officials, 124 W 
33rd St.. New York 1. Circulation, 11,763; 
gross, 13.244. Executive, financial and 
legal, 560: operating, 456; purchasing 
1,128; mechanical, 2,877; engineering and 
signal, 4,201; others, 2,393 


Railway Age. 30 Church St., 
Circulation, 10,238; gross, 11,851. Rail- 
ways, 936; operating dept., 1,666; traffic 
647; purchasing, 197; mechanical, 892; 
engineering, 709; signal, 158; stores, 182 

equipment and supply, 2,011; others, 2,796 


New York 7 


Roewer Engineering and Maintenance, 
Monroe St., Chicago 3. Circulation, 
«200; gross, 6,785. Railway companies 
and officials, 210; supts., 180; engineers, 
1,099 roadmasters, 1,649; supervisors, 
general foremen and assistants, 423; 
foremen, 1,594; inspectors, 41; other em- 
ployes, 5; suppliers, 472; others, 341 


155 
nd Electrical Engi- 


Railway Mechanical 

neer, 30 Church St., New York 7. Circula- 
tion, 5,516; gross, 6,193. Supts. of motive 
power, master car bull lers, engineers, 
1,078; foremen, visors and assts 
1,662: inspectors other mechanic al 
employes, officials, 23 


dept 
ply, 653: others 


Stores, 9 5& 
size, 9x12 
Purchas 
storekeepers, 745; other 
tores execs. and em 
yliers, 458: others, 134 


Raltiway Purchases 
Trim 


Clinton St., 
Circulation 

ing agents, 
purchasing 


% Page 
88.00 
79.00 


132.00 73.00 49 "00 


Rallway Signaling and Communications, 
79 W. Monroe St., Chicago 3. Circulation, 
3,668; gross, 3,978. Engineers, mers., 
supts. of communications, train control, 
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foremen, 
maintain- 
1,177; design- 
135; officials, 


radio electronics, 346; general 
supervisors, inspectors, 1,066; 
ers, signalmen, assistants, 
ers, 106; engineers, supts.. 
103; _supply, 439; others, 327 


CANADA 
@ 


Canadian Transpertation, 345 Adelaide 
St.. W., Toronto 2B Circulation 1,980; 
gross, 2,452. Officers and companies, 432; 
operating officials, 429; traffic, 316: mech 
and eng., 317; others, 488 





& 


REFRIGERATING INDUSTRIES (441) 


Air Conditioning and Refrigeration News, 
450 W. Fort St., Detroit 26. Circulation, 
16,905; gross, 17, Dealers and dis- 
tributors, 7,681; mfrs., 2,171; service and 
eng. firms, 5,366; others, 1,545 


Commercial Refrigeration and Air Con- 
@itioning, 1240 Ontario St., Cleveland 13 
Circulation, 12 months ending July, 
25.551; gross, 27,166. Dealers, 6,002; 

793; contractors, 2,344; installation 
service, 9,204; dairies, ice companies, 
brewers, 1,770; ice cream mfrs., bottlers 
$32; engineers, 627; others, 2,599 


LLA 


105 S. 9th St., St 
Aug., 1950, 10,035; 
eperators, 10,235; 


Locker Management, 
Louis 2. Circulation, 
gross Locker 


% Page 
$112.00 
191.00 

$2.00 


% Page 
$148.00 
134.00 
122.00 


. red, blue, $62; bleed $3 


merged 


pecegecatins Engineering, 40 W 
N Circulation, 8,145; 

of air conditioning 

and refrigerating equipment and compo- 
nents, 2,6 contractors, 960; dist. and 
jobbers, 546 agents and dealers 190; 
engineers and architects, 351: commer- 
cial and industrial firms, 642: service 
org.. 328: educational, 879 thers, 1.468 





Lecker @perator. with Locker 


Management 


40th 


RESTAURANTS (443) 


The American Restaurant Magazine, 5 S 
Wabash Ave., Chicago 3. Circulation, 
+ gross. 30.742. Commercial restau- 
rants, 23,500; hotel, hospital and club 
restaurants, 2,258; industrial and school 
restaurants, 1,043; uipment and food 
jobbers, 950: others, 1.970. Rates— 
* ¥ Page 


The Diner 4 Counter Restaurant, 247 W. 
Front 8t., Plainfield, N. J. 
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Pacifie Coast Record, 412 W. 6th St., Los 
Angeles 14, Circulation, 3,385; gross, 4,976. 
Hotel owning and managing STOuD, 1,076; 
food service group, 402; hotel dept. ex- 
ecutives, 105; other hotel employes, 
allied groups, 292; commercial restau- 
rants, 781; others, 1,388 


NB PI 


Restaurant Equipment Dealer, 71. Van- 
derbilt Ave., New York 17. Circulation, 
12 months ending May, 1950, 7.5868; gross, 
9,174. Firms dealing in hotel, hospital, 
restaurant and institutional supplies, 
2,022; owners, partners, officers, 5,733; 


others, 419. 


Restaurant Management, 71 ge vp 
Ave., New York 17. Circulation, 
gross, 30,387. Commercial By 
22,897; employes, 1,129; hotel, hospital 
and club restaurants, and executives, 
2,122; other employes, 198; industrial, 
school and college restaurants and mess 
officers of armed forces, 685; jobbers, 870; 
others, 1,592. 


SCHOOLS (446) 


American School Board Journal, 400 N. 
Broadway, Milwaukee 1 Circulation, 
17,702; gross, 18.297. Members of boards 
of education, 8,743; administrative om™- 
cers of public schools. 6,419; colleges and 
nermal schools, 604; architects, 848 
ethers, 1,150. Rates 
Times 1 Page % Page age 
1 $300 +4 $150.00 $ “s5.00 
250 130.00 70.00 
12 225. 00 120.00 63.00 
Standard color, $90 





Business Education World, 330 W 
St.. New York 18. Cireulation, 

gross, 123,245. Business teachers, 
administration, 738; schools and 

libraries, 2,289; others, 1,383. 


Catholic School Journal, 400 N. Broad- 
way, Milwaukee 1. Circulation, 8,876; 
gross, 9.376. School supts., supervisors, 
788; universities, colleges 321 high 
schools, academies, 1,989; elementary 
schools, 5,038; ethers, 703 


42nd 


school 


College and University Business, 919 N 
Michigan Ave., Chicago 11. Circulation, 
5,693; gross, 6,148. Presidents, business 
managers, purchasing agents, 

supts. of bldgs. and grounds, 857 
service directors, 654 private schools, 
450; architects, 385; others, 511 


LLA 


Forecast for Home Economists, 6 E. 39th 
St.. New York 16. Circulation, 25,328; 
gross, 26,100, Home economics depts., 
teachers supervisors, 20,065; others, 5,162 


Grade Teacher, 420 Lexington Ave., 
rork 17 Circulation, 111,241, 


Industrial Arts and Vocational Educa- 
tion, 400 N. Broadway, Milwaukee 1. Cir- 
culation, 19,210; gross, 19,700. Super- 
veers. 1,980; instructional, 11,308; others, 


New 


Instructor, 7 E. Wacker 
Circulation, 110,824. 


Modern Miss, 200 Madison Ave., 
York 16. @irculation, 12 months tolee 
March, 1950, 41,087; gross, 44,760, 


Nation's Schools, 919 N. Michigan Ave., 
Chicago 11. Circulation, 11,800; gross, 
12,331. Administrative officers of public 
school systems, 7,099; public high schools, 
1,603; elementary schools, 376; residen- 
tjal and private schools, 288; colleges 
and normal schools, 860; architects, 903; 
others, 822 


The Drive, 


Chicago 1 





Practical Home Economics, 468 ith Ave., 
New York 16. Circulation, 17,428; gross, 
18,488, Home economics education insti- 
tutions, teachers, supts., 13,290; senior 
students, 2,074; home economists in busi- 
ness, 696; others, 1,135 





ee Coane E. 12th St. New 


3. tion, 10 months ending 
June, 1950, 18,910; gross, 


School and College Management, 52 Van- 
derbilt Ave.. New York 17. Circulation, 

: gross, 36,668, Presidents of boards 
of education, 4,793; supts. and assts., 
12,314: high school principals, 7,074 
private schools, 1,436: colleges and nor- 
2.739; architects, 673; others 


School Arts Mage oe, 44 
Worcester 8, Mass. Circulation 
gross, 30,204, Supervisory, 2,035 
tional, 11,299; ethers, 6,055 


mal schools 
3,799 


I 


Portiand St 
19.380; 
instruc- 





The School Executive—School Bentpment 
News, 470 4th Ave., New York 16 
The School Executive 


Circulation, 12,086; gross, 13,6298. Ad- 
ministrative officers of public school sys- 
tems, 5,204; public high schools and their 
principals, 2,150; elementary schools and 
principals, 1,913; private schools, 556; 
colleges, normal schools, 673; architects, 
604; others, 514 

School Equipment News 


Circulation, May, 1950, 13,183; gross, 
3.540. Rates— 
Times 1 Page LL 
1 $420.00 2 
340.00 196.00 
170.00 


300.00 


Sehool Shop, 330 S. State St., 
Mich. Circulation, 23.724; gross, 
Teachers, 21,642: principals of technical 
and trade schools, 1,525; others, 498 


Page 


Ann Arbor, 


What's New in Home Recnemten, 919 N. 
Michigan Ave., Chteage tes—1 
page, $685; % page, $525; page, $300. 
Standard red, green, blue, yellow, $140. 








SHOES AND LEATHER (449) 


American Shoemaking, 685 Atlantic Ave., 
Boston 11. Circulation, 3,146; gross, : 
Shoe mfrs. and buyers, 1,846: mfrs.’ sup 
plies, 902; others, 417 


Beot and Shee Recorder, 100 E. 42nd St 
New York 17. Circulation, 20,488; gross, 
22,522. Shoe retailers, managers and buy- 
ers, 14,781; mfrs., 1,365; mfrs.’ salesmen, 
2,270; others, 1,912. Rates 
Times 1 Page % Page % Page 
1 $350.00 $125.00 
12 300.00 ; 95.00 
24 275. 


Creative Footwear, 210 Lincoln St., Bos 
tor Circulation, 12 months ending Ma 
150, IG TTS: gross, 18,404, 


Footwear News, 7 E. 12th St.. New York 
*. Cireulation, S878; cross. 13,738 Shoe 
retailers, managers, buyers, 5,871; whole 

mfrs. and their salesmer 


saler 08 
2,087; others, 542 


Leather and Shoes, 300 W. Adams St 
Chicago 6. Circulation, 4,237; gross, 5.274. 
Shoe mfrs. and their buyers, 1,419; shoe 
and leather mfrs. supplies, 482; leather 
948; of other leather goods 
st 332; hide and skin 

lers, 199; others, 513 





Leaeeage and Leather Goods, 1170 Broad 

way, New Yerk 1. Circulation, 4,620; 

gross, 5,767. Retailers, 2,051; wholesalers 

exporters, 401; mfrs. and reps 1.6 
sere, 429 


Shoe and Leather Reperter, 210 Lincoln 
St.. Boston 11. Circulation, 3,476; gross, 
3,838 Shoe mfrs. and their buyers, 931; 
shoe and leather mfrs. supplies, 730; 
leather mfrs., 543; mfre. of other leather 
goods, 70; leather dist., 261; hide and 
skin dealers, 181; others, 719 


CANADA 


Shoe & Leather Journal, 347 Adelaide St 
w Toronto, Ont. Circulation, 2,547; 
gross, 3.224. Retailers, megrs., buyers, 
1,678; jobbers, mfrs. and mfrs.’ salesmen, 
548: others, 290 


SPORTING GOODS, TOYS (452) 


Medern Sporting Geeods, 6 Church St., 
New York 6. Circulation, 15,132; gross, 
16,082. Sporting goods retailers, 15,152 
oll aeemetin 


Sporting Goods Dealer, 2018 Washington 
Ave., St. Louis 3 Circulation, 1t ; 
gross, 14477. Retailers, 7,614; jobbers, 
1,330; mfrs., 1,851; others, 1,626. Rates— 


% Page 
$100.00 
$0.00 


75.00 


Sporting Goods Products, 3091 Mayfield 
Road, Cleveland Heights 18, O 


® 5 © 


Sports Age, 212 5th Ave. New York 1 
Circulation ABC, 
Retailers, 6.227: jobbers, 691: mfrs., 560; 
others, 619 


8.173; gross, 12,023. 


Playthings, 71 W. 23rd St., New York 10, 
Circulation, 6,775; gross, 8,865. Retailers, 
3,767; wholesalers, 1,483; mfre., 777; oth- 
ers, 912. 

ates—1 page, 1 time, $240; 6 times, 
184; 12 times, $155. 
Standard red, $35 


TEXTILES (455) 


American Wool and Cotton Re ‘ter, 286 
Congress St., Boston 10. Circulation, 13,- 
612; gross, 14,336. Textile mills and offi- 
cers, 3,985; overseers, master mechanics, 
engineers, 2,864; asst. overseers, second 
hands, loom fixers, 2,295; selling agents, 
966; suppliers, engineers, 1,108; raw ma- 
terial dealers, bankers, govt., 844; oth- 


ers, 1,534 


Cetten Trade Journal, Cotton Exchange 
Bidg.. Memphis 3 Circulation, 5,930; 
gross, 6,651. Plantations, 935; ginners, 
1,520; crushing mills, 84; compress and 
warehouse, 271; commercial, 1,674; oth- 
ers, 1,210 


Dally News Record, 7 FE. 12th St., New 
York 8. Circulation, 20,200; gross, 21,920. 
Mfrs. of woolen and worsted yarns and 
fabrics, 8,981; wholesalers, 5,177; retail- 
ers, 3,759; supplies, 957; others, 1,501. 

ency discounts, 15-2 Rates open, 
75c; 1,000 lines, 69c; 5,000 lines, 49c; 10,- 
000 lines, 46c; 15.900 lines, 44c 


Meaning of Symbols Used 


Audits Paid Circulations 


Audits Controlled Circulations 


Audits Controlled Circulations 


Associated Business Papers 


National Business Publications, 
Inc. 


Business Newspapers Association 
of Canada 
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a. one pretheste Textiles, 303 Sth 
AV Ne York 16. Circulation, 3,445; 
ress, 4.054. Textile mills and officers, 
1,891; overseers, master mechanics, 269 
asst. overseers, second hands, 128; sell- 
ing agents, 228; suppliers, engineers, 366; 
raw materials dealers, banks, govt., 235; 
others, 746 


4th Ave., New York 16 


Textile Bulletin, Charlotte 1, N. C. Cir 
culation, 6,421; gross, 9,205. Textile mills 
and officers, 1,421; overseers, master me- 
chanics, engineers, 1,899; asst. overseers, 
second hands, loom fixers, 2,301; others, 
689 


Textile Industries, 806 Peachtree St.. N 
E., Atlanta 5. Circulation, 18,680; gross, 
21,156. Textile mills and officers, 5,900 
overseers, master mechanics, engineers, 
5, ; asst. overseers, second hands, loom 
4,875; supply, 1.022: universities, 


896; others, 861 


42nd St.. New York 


Textile Age, 381 


fixers, 
libraries, 


Textile World, 350 W 
18 


TRANSIT INDUSTRY (462) 


Bus Transportation, 310 W. 42nd St... New 
York 18. Circulation, 10,368; gross, 11,761. 
Bus operating companies, officials, oper- 
ating staffs, 7,592; mfrs. of buses and 
Parts, 1,225; dist.. 491; holding com- 
panies, bankers, 357; others 7 6 

Rates—less than 4 pages, $375; 4 pages, 
$320: 8 pages, $300 pages 90 


Mass Transportation, 222 W. Adams St 
Chicago 6. Circulation, 5,388; cross, 6,438, 
Utilities, transit companies, officers 

27; engineers of equipment 
maintenance, 5 pers supts 
track, overhead lines 181; supts of 
transportation and operating depts., 440; 
supply, 433; others, 583 Rates 
Times 1 Page age ‘ 

I $310.00 ‘hito 00 t 
‘ 260.00 142.00 78.00 

130.00 72.00 


12 240.00 


1819 Bro 
2,888; 
exe 


4 Page 


90.00 


adway New 
gross 5,064, 
utives 560; 


Taxi Bi-Weekly, 
York 23. Circulation 

Cab com pas ies, owners 
oth ers 


U. S. GOVERNMENT (464) 


© 


Air Force ‘Times, 1115 18th St 
ton 6, D Circulation, 45,357. 


Army-Navy-Air Force area, 1 TLi t Con- 
necticut Ave., Washington 9% ». ¢ Cir- 
culation, 33,480; gross, ; ae 18, 


Washing 





756. 
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5,587; Navy, 2,099; Offi- 


413; Air Force, 
1,288; libraries, 1,178 


cers Reserve Corps, 


others, 1,505. 


Army-Navy-Air Force Register, 511 llth 
St.. Washington 4, D. C. Circulation, 8,- 
157; gross, 8.278. Army, 207; Navy, 3,- 


683; others, 1,681 ay 


Army Times, 1115 18th St., 
6, D. C. Circulation, 70,118, 


Place, 


Washington 


Hanson Brooklyn 17 


18,926, 


18th St., 
61,113. 


Our Navy. | 
Circulation 


Vet-Times, 1115 Washington 


Circulation, 


WELDING (466) 


55.) 
Industry and Welding, 1240 Ontario St 
Cleveland 13. Circulation, 12 months end- 
ing July, 1950 gross, 30,476. 
Process industries, 3 7; metal products 
machine shops and machinery mfrs., 8 
443; automotive and farm implement 
mfrs., 730: engineering contractors, 1 
179: tank, boiler and pipe fabricators 
1,869: contract welding shops 3,926 
foundries, 360; mining, cement, brick 
997; others, 6,538 ates 
Times % Page 
1 ; $210.00 
6 e 190.00 
170.00 1 
red ylu llow, orange 


42nd St 


\, Page 
$140.00 
130.00 


$75 


Standard 


Welding Engineer, 
York 18 


30 W New 


WOOD-WORKING (469) 


NB PI 


1 3.900. 


CCA 
Wood, 139 N. Clar 
lation, July, 1950, 13,188; gros 
Lumber producers, 3,459 
millwork, 1,897; plywood 
furniture, fixtures, 1,411 
plants, 3,111; containers 
products 16 1.894 


Weed Products, 145 5S 
cago 4 Circulatior 
Planing mills 


k St., Chicago 2 


319 
orking 
utilization 


Dearborn St i 
4,430; gross, 5,117. 
and door and mill 
wor factories, 505; furniture, musical 
instrument, radio, cabinet and refriger 
ator factories, 1,437; sawmills, box plants 
Plywood and veneer mfrs 161 other 
mfrs., 832; others, 1,503 


The Weood-Werker, 2232 N 
Indianapolis 7. Circulation, 
6.481. P laning mills, sash 
millwork 1,041; 


others 


sash 


Meridian St 
4,749; gross 
and door and 


factories, furniture, ra 


dio, cabinet and peGrigesatar mfres., 1,049; 
others, 26. F 
Times 
1 
6 o 
41.00 


12 
Color, $62.50. 


PPA 
LA 


Wood-Working Digest, 222 E. Willow 8t., 
Wheaton, Ill. Circulation, July, 1950, 12,- 
540; gross, 13,110, Fixed, 11,661; rotated, 
1,199 over list of 2,600. Furniture, cabi- 
net and fixture mfrs., 2,145; millwork, 
interior finish mfrs., and planing mills, 
dry kilns, 1,755; lumber and dimension 
mfrs., saw mille, 1,107; machinery and 
equipment, 1,246; mfrs. of sport equip- 
ment, novelties, toys, specialties, 1,719 
plywood and veneer mfrs., 659; foreign, 

x and crate mfrs., 980; shipbui d- 
; others, 1,916. Rates— . Pe 


age 
: 42.50 
37.50 


757; b 


"a 
80.00 
70.00 
0 65.00 35.00 
$35; bleed, $20 


12 12 
Standard red, 


CANADA 


© a 


Canadian Woodworker, 347 Adelaide St., 
W., Toronto, Ont Circulation, 2,212; 
gross, 2,823. Planing mills, sash and door 
and millwork factories, 9; furniture, 
musical instrument, radio, cabinet, re- 
frigerator factories, 668; sawmills, box 
plants, plywood and veneer mfrs., 113; 
other mfrs., 408; others, 168 





What's What 
and how much? 


@ SEND FOR THIS 
SURVEY TODAY! 


Our readership survey has been com- 
pleted and should be of much inter- 
est to advertisers and their agencies. 


This research also reveals buying 
practices in this mammoth wood- 
working industry, such as how much 
hardwoods and softwoods they buy, 
who makes or buys plywood, who 
uses or buys dimension stock, num- 
ber of motor trucks in use, etc, 


It will pay you to get it. May we 


send a copy today? 


if it’s WOOD, you could—with 
WOOD PRODUCTS! 
Send for 
list of 
AND 


imposing 
subscribers 


1DVERTISERS 


PRODUCTS 


Phone: WAbash 2-1000 
343 S. DEARBORN, CHICAGO 4 
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INDUSTRIAL APERS 


IY 
AWARD OF MPRIT TH 


Modern Railroads 


For outstanding single issue 
published during the period 
ending December 31, 1948 
in the eleventh annual 
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